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ABSTRACT 
CONTEXJ 
Advertising in this era of modernity has gained profotmd recognition and importance 
all over the world as an indispensable tool of business. It is needless to say that on 
account of establishment of small scale as well as large scale of industrial units all 
over the globe and production of thousands of goods and services the importance of 
advertising has increased in the corporate world today. Therefore, advertising has 
emerged as an indispensable tool of marketing. Hence, both profit and non-profit 
organizations are increasingly using advertising for furthering their objectives. In fact, 
advertising has witnessed a tremendous growth during the last few decades. The 
competition has become extremely keen in consumer and indusnial goods. In the 
changed market scenario there is an increased concern for the role of advertising in 
society and its necessity as a business and marketing tool. Advertising not only 
attracted the attention of people who are connected with business but people from 
different fields also expressed their opinion and concern on \arious aspects of 
advertising. Some of their opinions go in favor of advertising and some against it. 
Over the years, the public perception of advertising lias become \ cry negative. It is 
seen as a medium that inherently promotes a lie. based on the purpose of the 
advertisement - to encourage the target audience to submit to a cause or a belief, and 
act on it to the advertising party's benefit. The present study atteir.pls to explore this 
on a cross-cultural basis i.e. taking consumers from tvvo different countries India and 
Iran. 
Today advertising is not only been used by business organizations but also by a large 
numbers of non-profit oriented organizations. Advertising has been a major 
communication tool, is highly pervasive and reaches to people through various mass 
media vehicles. In this era of consumerism and competition advertising has gained 
profound recognition and importance and has grown tremendously both qualitatively 
and quantitatively. Consumers are subject to considerable doses of advertising from 
plethora of media influencing not only their purchase decisions but also their social 
values and thought process. Under such circumstances advertising has become an 
important subject of study among social thinkers, economists, anthropologists and 
public policy makers. Most of these people have made an attempt to study 
communication impact of advertising on the society and consequently raised many 
social issues arising due to advertising. Most of the advertisers are spending large 
amount of money on TV. There is in fact too much of advertising on TV and there is 
a possibility that due to surfeit of advertising, and hence who are regularly exposed to 
TV advertising, may develop negative feeling or attitudes towards various brands and 
products whose advertisements appear on TV. Present study attempts to find out the 
perception of viewers both Indian and Iranian with respect to commercials that appear 
on Television. If one find the positive perception in terms of these adjectives than one 
can surmise that people despite clutter are still perceive the TV commercials 
positively. Conversely, if the perception is negative one surmises that due to clutter 
most of the TV commercials are not liked. 
OBJECTIVES 
Television commercials convey much of their power through visuals. Yet little has 
been done to research the viewer's perception in television commercials in different 
cultural contexts. Television is often called "king" of the advertising media, since a 
majority of people spends more hours watching TV per day than paying attention to 
any other medium. TV has proven its persuasive power in influencing human 
behavior time and time again. Advertising being the most visible part of business in 
general and marketing in particular has been both praised and criticized by people 
associated with business and non-business fields. Over the years, the public 
perception of advertising has become very negative. It is seen as a medium that 
inherently promotes a lie. 
This study compared the visuals of Indian and Iranian television commercials. In the 
present study an attempt is made to measure the perception of viewers towards TV 
commercials. As the present study is a cross-cultural one and where the perception of 
people from two different countries i.e. India and Iran are to be measured, a number 
of objectives were delineated. The primary objective of the present study is to 
measure the perception of Indian and Iranian audience on TV advertising as they are 
exposed to it through various mass media vehicles. More specifically the researcher 
has come out with the following objectives with regard to the various facets of 
advertising. 
1. To study the viewer's reaction towards primetime TV commercials. 
2. To measure the perception of the viewers in terms of five adjectives i.e. 
amusing, irritating, appearing, convincing and informative. 
3. To find out why some commercials are liked and some are disliked by the 
consumers. 
4. To study how and in what way these commercials are received and 
perceived by the audience. 
5. To study, what impacts do liked and disliked commercials exert on the 
purchase behavior of the consumers. 
6. To study how their attention can be captured? 
METHODOLOGY 
The basic purpose was to ascertain the reliability and discriminative capability of five 
adjectives on all 40 Indian and 40 Iranian TV commercials on the perception of their 
viewers. In the development of the perception, researchers often use "t"-test to 
ascertain the discriminative power of the adjectives. However, due to certain practical 
difficulties they used a less stringent method for this purpose. These 40 Indian and 40 
Iranian commercials along with their questionnaire were shown to six management 
teachers, on account of their theoretical and practical insight in the field. They were 
apprised of the objectives of the study. In the light of the objectives, the teachers were 
requested to carefully go through these commercials and critically evaluate each 
questionnaire on the following guidelines: 
(/) Relevance of each question to the objectives of the study. 
(//) Discriminating ability of each adjective in measuring the perception. 
(//'/) Avoiding duplication, in case more than one commercial tried to measure 
the same thing. 
In order to facilitate proper understanding of the questionnaire, 40 commercials were 
shown to the respondents and they were given a questionnaire which contents of all 
the commercials along with five scale point of their like or their dislike on five 
adjectives for every commercial. The respondents from India were shown the Indian 
commercials and the respondents from Iran were shown Iranian commercials. The 
English version of the questionnaire has been done for Indian viewers. Similarly for 
the Iranian viewers the original questionnaire was translated into Persian. Therefore 
two version of the same instrument (questionnaire) were prepared to get the accurate 
and honest responses from Indian and Iranian viewers. 
After the questionnaire was developed, the next research dimension was to administer 
it to a representative sample of the population from both the countries i.e. India and 
Iran. As it was difficult to administer the questionnaire on the entire national 
populations of both the countries, therefore, the selections of cities from both 
countries were largely based on the convenience and easy approach by the researcher. 
The procedure of selecting the sample from both the countries are given below. 
In order to measure the perceptions of viewers towards TV commercials with respect 
to feeling and information content, all Indian commercials appearing between 
September 20 to October 30, 2003 were videotaped. In all 870 Indian commercials 
were recorded from different channels and 650 Iranian commercials were recorded 
during January 15 to 20 February, 2004 to form the database for this study. In order to 
avoid the duplication, all those commercials, which were recorded more than once, 
are removed and only one commercial of a particular brand was kept. This resulted in 
235 Indian commercials and 200 Iranian commercials. The channels from which 
Indian commercials were recorded were, 1. Doordarshan, 2. Aaj Tak, 3. Sony, 4. Star 
Plus, 5. Star Movie, 6. Star Max and the channels from which Iranian commercials 
were recorded were, 1. Channel I, 2. Channel II, 3. Channel III, 4. Channel IV, 5. 
Tehran TV, 6. IRIlSfN. According to Article 175 of the Iranian constitution, private 
broadcasting is forbidden. Prior to the Islamic Revolution, IRIB was known as the 
National Iranian Radio and Television, or NIRT. Finally, the researcher decided to 
slelect 4o Indian and 40 Iranian commercials as it was very unconvenice for her 
respondents to view large quantity of commercials . 
All these commercials were grouped under the following product categories: 
Textiles and Garments 
Cosmetics and personal care products 
Medicinal and health care products 
Foods/snacks and soft drinks 
Toothpaste etc. Toiletries 
Consumer durables 
After collecting the data from the questionnaire on viewer's or respondent's 
perception towards various facets of advertising the next step was to analyze the raw 
data. As the data were on a likert type scale it was decided to convert the raw data 
into the tables and mean scores of groups of respondents were calculated for each 
statement on each dimensions. For the purpose of analysis, the data were arranged 
country wise on the five adjectives. First the analysis was carried out with respect to 
the respondent on overall rating of all TV commercials on five adjectives, then gender 
wise analysis of commercials on each adjective with respect to Indian and Iranian 
respondents and categorization of commercials on high to low perception on each 
adjective In order to make the comparison meaningful the comparison of 
commercials in terms of Indian and Iranian on each adjective has been done and at 
last, ranking of top ten commercials gender wise. In order to find out any significant 
differences between the two samples, the researcher use a "t-test" as list of 
significance. The results and analyses are discussed in detail in the analysis chapter. 
The present study describes the summery of results on the following facets of 
advertising: 
1) High to low informative appearance of TV commercials on the perception 
of TV viewers 
2) High to low exciting appearance of TV commercials on the perception of 
TV viewers 
3) High to low appealing appearance of TV commercials on the perception of 
TV viewers 
4) High to low amusing appearance of TV commercials on the perception of 
TV viewers 
5) High to low irritating appearance of TV commercials on the perception of 
TV viewers 
The summary of results follows the following pattern: 
1) Gender differences among Indian respondents or viewers on the perception 
of commercials on five adjecfives 
2) Gender differences among Iranian respondents or viewers on the percepfion 
of commercials on five adjectives 
ANALYSIS OF DATA 
On the basis of this pattern of analysis the researcher prepared 30 tables and analyzed 
them, in this study. The main findings of the study are given in 6 tables for each facet 
of advertising. 
Table 6.1. Gender difference among Indian respondents or viewers on the 
perception of TV commercials on five adjective dimensions 
Adjective Ads with significant Mean Scores • j ? 
differences Male Female "t" Value 
Informative NIL 
Exciting 
Appealing 
Amusing 
Accent Viva (Car) 
Pentium-4 (Digital Education) 
Fair & lovely (Cream) 
3.72 
3.6 
3.5 
3.42 
3.22 
3.17 
2.29 
Z . J J 
2.01 
Irritating Avon (Cycle) 4.77 3.57 7.71 
By perusing table (6.1) the researcher is able to come out with the following results: 
• As far as the informative adjective is concerned, no statistically significant 
differences were found between Indian male and female respondents on any 
of the commercials 
• As far as the exciting adjective is concerned, one can see the statistically 
significant differences on commercial number six i.e. Accent Viva car with 
the score of (2.29). 
• As far as the appealing adjective is concerned, we can easily see the 
statistically significant differences on one commercial i.e. "Pentium-4" with 
the score of 2.33. 
• As far as the amusing adjective is concerned, the difference was found on 
commercial number sixteen i.e. '"fair and lovely". 
• As far as the irritating adjective is concerned, one can find the statistically 
significant deference on Avon commercial with a ""t" value of (7.71). Here one 
can find the male viewers with their highly agreement with irritating nature 
towards this commercial (4.77). This indicates that male viewers are having 
more negative approach to this commercial with compare to female viewers. 
By perusing table (6.1) the researcher is able to come out with the following results: 
• As far as the informative adjective is concerned, we can see the stafistically 
significant differences on two commercials i.e. '"Pager " and "Payman" with 
their "f" scores of (3.70). (2.16). 
• As far as the exciting adjective is concerned, there is only in one case where 
we can see the statistically significant differences i.e. "Panasonic camera" 
with the "t"" value of (2.43). 
• As far as the appealing adjective is concerned, there are some differences in 
the perception of male and female viewers. In four commercials we can find 
the statistically significant differences which are "LG TV'\ "Pager cheep", 
"Pegah ice cream". Aleet non sticking'". 
• As far as the amusing adjective is concerned, one can easily realize the 
statistically significant differences on three commercials. Those commercials 
are ''lleza Daneh". (2.49) "Geelan" (2.21). -Pager" (2.53". 
As far as the irritating adjective is concerned, the differences were found on 
two commercials which are ''Daryan dasht"' and Ardakan with the score of 
(2.41) and 
(2.03). 
Table 6.2. Gender difference among Iranian respondents or viewers on the 
perception of TV commercials on five adjective dimensions 
Adjective 
Informative 
Exciting 
Appealing 
Amusing 
Irritating 
Ads with significant 
differences 
Pager (Cheep) 
Payman (Cookies) 
Panasonic (Camera) 
LG (TV) 
Pager (Cheep) 
Pegah (Ice Cream) 
Aleet (Non Sticking) 
Heza Daneh (Tomato Puri) 
Geelan (Shampoo) 
Pager (Cheep) 
Daryan Dasht (Tomato puri) 
Ardakan (Material) 
Male 
2.96 
1.82 
3.7 
2.72 
2.87 
1.95 
2.17 
2.67 
2.65 
3.05 
3.5 
2.52 
Mean Scores 
Female 
3.35 
2.15 
J . J / 
3.13 
2.63 
2.23 
2.57 
^ ", ^  
Z . J J 
2.33 
2.63 
3.07 
2.78 
"t" Value 
-3.70 
-2.16 
2.43 
-2.26 
2.00 
-2.27 
-2.48 
2.49 
2.21 
2.53 
2.41 
-2.03 
CONCLUSION 
The main purpose of the present study was to find out the perception of viewers from 
two countries i.e. viz. India and Iran on the different five adjectives. The criticisms of 
advertising by the intellectuals (economists, social thinkers, historians, and policy 
makers) published in scholarly journals and as well as in the mass media may be 
responsible to certain extent the prevailing perception of general viewers towards its 
various adjectives in the present situation. The present study reflects these perceptions 
both for the Indian and Iranian respondents. 
Carrying this type of study will enable the industry to measure the pulse of the 
general consumers from time to time. Knowledge of these in different segments of 
society will help the industry and advertising agencies in the development of creative 
strategy and media planning for targeting specific groups. At the same time, the 
practice of advertising should be improved and its credibility has to be enhanced 
among its recipients. 
Finally, this research has tried to demonstrate that there are some people who always 
think the positive consequence of advertising and at the same time there may be 
others who think negatively the consequences of advertising whatever the industry 
and agencies do to improve its credibility. Therefore, the long-term goal of the 
industr}' should be to improve its performance over time. 
One of the oldest marketing dictums is that ""the customer is always right". Efforts are 
required to make changes in not only practice but to change public perception to the 
extent that the customers are right about advertising's role in encouraging 
materialism, erosion of values, promoting false and misleading advertisements, 
depicting women as sex objects and in stereotypical roles and finally influencing the 
tender minds of children. 
Future studies may take this into their research objectives and should measure the 
perception and attitudes of various groups of consumers on these aspects of 
advertising. 
FUTURE DIRECTIONS OF RESEARCH 
Present study is a modest attempt to measure attitudes of people belonging to India 
and Iran on various facets of advertising. In this study the sample was drawn from 
two cities of India and Iran. In future this type of study may be carried out in more 
depth. There is a further scope in carrying out this type of study in the following 
manner. 
(a) Within the Country 
1. Perception towards various adjectives on commercials may be measured 
taking into account the geographic differences in both countries. 
2. Perception towards various adjectix'es on commercials may be measured 
among different professional groups in both countries. 
3. Perception towards various adjectives on commercials may be measured 
among different income groups in both countries. 
(b) Between the Countries 
1. Perception towards various adjectixes on commercials may be measured 
taking into account the geographic differences among different countries. 
2. Perception towards various adjccti\es on commercials may be measured 
taking into account professional groups among different countries. 
3. Perception towards various adjecti\es on commercials may be measured 
among different income groups among different countries. 
As advertising has become an institution in itself and the effectiveness of it has long-
run implications in the corporate and non-profit oriented organizations, the 
perceptions and the attitudes have to be measured in future researches, keeping in 
mind the suggestion given in this section. 
The last part of the thesis contains bibliography and at the end in the appendices the 
research instrument i.e. questionnaire in English, Persian and a sample o f f test, "t" 
test calculation and a sample of chart are attached. 
April, 2006 Fataneh Yarahmadi 
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PREFACE 
"The medium is the message." This expression was coined in the 1960s by 
Marshall McLuhan, who suggested that the electronic media, especially television, 
were creating a "global village" in which "the medium is the message," i.e. the 
means of communications has a greater influence on people than the information 
itself and the medium creates imagery and awareness of the advertised brand. 
Advertising in the present world, is not only been used by business organizations 
but also by a large numbers of non-profit oriented organizations. Advertising has 
been a major communication tool, is highly pervasive and reaches to people 
through various mass media vehicles. Advertising influences everyone like other 
institutions in the society, such as schools, marriage and religion. It is needless to 
say that advertising in this era of modernity has gained profound recognition and 
importance all over the world as an indispensable business tool. On account of its 
role in the business, advertising has grown tremendously both qualitatively and 
quantitatively. Today advertising is omnipresent if not omnipotent. Consumers are 
exposed to substantial doses of advertising from plethora of media. Because of 
this exposure every one seems to hold on opinion about various aspects of 
advertising ranging from negative to positive opinion. Advertising is not only the 
subject of study for practitioners, but also of economists, social thinkers, 
anthropologists and public policy makers. Most of these people have made an 
attempt to study communication impact of advertising on the society and 
consequently raised many social issues arising due to advertising. 
Advertising has been both praised and criticized since quite long time, therefore, 
there are two schools of thought, in this respect .The first school belongs to 
business people including managers, who argue that advertising helps the business 
by providing the relevant information and by persuading the consumers, thus it 
helps the business to flourish. This group feels that advertising is a marketing tool 
and therefore it should be used to promote the products and services. The 
protagonists of advertising claim that by informing prospective and current 
consumers about the various products and services, it helps them to take wise 
purchase decisions. On the other hand those who criticize advertising, which 
include mostly non business people such as economists, historians, sociologists, 
public policy makers and politicians, think that advertising creates an adverse 
influence on the people, particularly in terms of its social and economic impact. 
Keeping in mind the controversial nature of advertising the present study makes 
an attempt to measure the attitudes of people on the different facets of advertising. 
Present study is basically a cross-cultural one. To measure the perception samples 
were drawn from India and Iran. Further, each sample was divided on the basis of 
gender. The entire thesis has been divided into five chapters. 
The first chapter, "Introduction", is divided into eight sections. The first section 
deals with an overview on advertising. This section looks at the various aspects of 
advertising and its role in helping the business in general and in developing the 
marketing strategies in particular. The second section deals with the role of 
advertising. Here an attempt has been made to cover the influence of advertising 
on economic. The third section deals with the emergence of TV as major 
advertising medium, and discusses the various issues of TV advertising related to 
India and Iran. The fourth part attempts to come out with the statement of the 
research problem. Fifth and sixth sections deal with objectives and benefices of 
this study. Seven section attempts to describe the need for this study and the last 
section is the chapter schema. 
The chapter II "Review of Literature" attempts to describe the studies carried out 
in measuring the perception of viewers who are exposed to advertising in their 
daily life through TV. The perception will be measured with respect to TV 
commercials. As stated in first chapter, the public perception and attitude towards 
advertising has become very negative. It is seen as a medium that inherently 
promotes a lie to encourage the target audience to submit to a cause or a belief, 
and act on it to the advertising party's benefit and consequently the target's 
disadvantage. Therefore it was thought to measure the perception of those people 
who are exposed to TV advertising. The purpose of this study is to find out 
whether Indian viewers exhibit the same perception towards commercials as their 
Iranian counterparts. A number of studies have been conducted to measure the 
perception of TV viewers towards its commercials. After an extensive and 
comprehensive literature survey the researcher has delineated five adjectives 
towards TV commercials. On the basis of these adjectives, the researcher later 
tried to empirically test the perception of both Indian and Iranian consumes. This 
chapter was divided into three sections, which all the sections carried out the 
literature review available on them. The first section deals with introduction, 
second section highlighted the^  role of advertising in market and the last section 
deals with TV commercials and the perception of its viewers. 
The third chapter discussed the methodology used in conducting the present study. 
Apart from introduction part this chapter was divided into six sections. The first 
section delineated the objectives in specific manner. In the second section the 
hypotheses of the present study were formulated in consonance with the 
objectives. The third section discussed the process of development of the research 
instrument. An attempt has been made to develop the research instrument in a 
manner, which may able to measure the phenomenon under study in a reasonably 
accurate way. Next section described the sampling process. In this section both the 
method of sample selection and the method of administration of the research 
instrument were discussed. Section fifth described the procedure adopted for 
analysing the data after the data were gathered through questionnaire. The last 
section discussed the limitations of the present study. 
The chapter IV, the crux of the study, deals with the analysis and interpretation of 
the data collected towards TV commercials. As this study is of comparative 
nature, the perception of both Indian and Iranian TV viewers were measured and 
compared for statistically significance differences, if any on the dimensions of 
five adjectives. The five adjectives towards TV advertising on which the 
perception of Indian and Iranian respondents measured were: 
III 
i) Informative 
ii) Exciting 
iii) Appealing 
iv) Amusing 
v) Irritating 
The respondents from both the countries were to provide their degree of positive 
or negative attitudes towards each commercial on the five-point rating scale. On 
the basis of their responses the mean score were calculated. At one time the mean 
scores of two groups of respondents were compared and to find out the differences 
in attitudes of two groups of respondents "t" test was applied. 
The scheme of analysis and interpretation for each facet of advertising has been 
carried out in the following manner: 
i) Overall rating of Indian and Iranian TV commercials on five adjectives 
ii) Gender wise analysis of Indian and Iranian commercials on each 
adjective 
iii) Categorization of Indian and Iranian commercials on high to low 
perception on each adjective 
iv) Comparison of commercials in terms of Indian and Iranian on each 
adjective 
v) Gender wise ranking of top ten Indian and Iranian TV commercials on 
five adjectives 
The last chapter "Discussion and Conclusion" tried to discuss the findings and 
drew conclusions on the results discussed in the previous chapter. Finally, the 
researcher made an attempt to come out with some recommendations for future, 
which may be helpful to the advertisers belonging to India and Iran. 
April, 2006 Fataneh Yjffahmadi 
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CHAPTER-I 
INTRODUCTION 
1.1. AN OVERVIEW ON ADVERTISING 
Advertising in this era of modernity has gained profound recognition and importance 
all o\er the world as an indispensable tool of business due to its role in business. 
Today, advertising is omni present if not omni potent. Consumers are confronted with 
substantial daily doses of advertising in multiple media. Advertising is not only the 
subject study of business practitioners, but also of economists, social thinkers, 
anthropologists and public policy makers (Pollay, 1986). Most of these people have 
made an attempt to study communication impact of advertising on society and 
consequently raised many social issues arising from advertising. 
Adxertising. which is a crux of any market economy, plays a pivotal role in the 
economic progress of a nation. Advertising is indeed the only direct method, which 
helps to reach masses of potential buyers. In the present era of information explosion 
and mctlia influence, advertising plays a major role in changing the settled perception 
or thinkhig of the people. The divergent sections of the society may need 
advertisement for a variety of reason from information sharing to consumer 
persuasion to decision making. 
Advertising has witnessed a tremendous growth during the last few decades and it has 
been detined in many ways. Industry icon Leo Burnett defined it as "selling corn 
flakes to people who are eating Cheerios" (Bendinger, 1993), U.S. President Calvin 
Coolidgc called it "the life of trade" (Bradle>. Daniels, and Jones 1960), English 
professor S.l. Hayakawa termed it "a symbol-manipulating occupation" (Hayakawa. 
1964). and media guru Marshall McLuhan referred to it as "the cave art of the 
twentieth centurv". 
Over a century ago. Harper's Weekly 1897 commented that advertisements were "a 
true mirror of life, a sort of fossil history from which the future chronicler, if all other 
historical monuments were to be lost, might fully and graphically rewrite the history 
of our time", but in recent years scholars have creatively probed advertisements for 
clues about the society and the business environment that produced them. 
Advertising is one of the most important and powerful expression in the modern 
world. Encyclopedia Britannica (Vol.1.) defines and analyses advertising in the 
following words: 
"the techniques used to bring products services opinions.or causes to 
public notice for the purpose of persuading the public to respond in 
certain way toward what is advertised. Most ad\ertising involves 
promoting a good that is for sale, but similar methods are used to 
encourage people to drive safely, to support various charities, or to 
vote for political candidates, among many other examples. In many 
countries advertising is the most important source of income for 
media (e.g. newspapers, magazines, ot television stations) through 
which it is conducted. In the non-communist world advertising has 
become a multibillion dollar business". 
Usually advertising tries to induce its audience to purchase a good or a service. 
Advertisements provide consumers with vital information about the marketplace and 
lead them over and over to trusted services and wares. But ""institutionar" advertising 
has for a century sought to build corporate reputations without appealing for sales. 
Political advertising solicits a vote (or a contribution), not a purchase. Many authors 
distinguish advertising from salesmanship by defining it as mediated persuasion 
aimed at an audience rather than one-to-one communication with a potential 
customer. 
Over the years, the public perception and attitude towards advertising has become 
very negative. It is seen as a medium that inherently promotes a lie to encourage the 
target audience to submit to a cause or a belief and act on it to the advertising party's 
benefit and consequently the target's disadvantage. In this study researcher tries to 
measure the perception of viewers towards TV commercials. 
Advertising in its twentieth century development has taken on the dignified, far-
reaching, all-embracing name of publicity, a name that easily covers the entire range 
of methods and devices that may be used to catch and hold the public attention. 
Advertising in the present world, is not only being used by business organizations but 
also by a large numbers of not for profit oriented organizations. Advertising has been 
a major communication tool, is highly pervasive and reaches to people through 
various mass media vehicles. Advertising influences everyone, like other important 
institutions in the society, such as schools, marriage and religion. Hence advertising 
has become an institution in itself Due to its role in business, advertising has grown 
tremendously both qualitatively and quantitati\ely. 
This chapter deals with the general role which advertising plays and attempts to 
prov ide the rationale of the present study and a statement of the research problem 
and the benefits of the study. 
1.2. ROLE OF ADVERTISING 
Advertising plays an important role in human lives. As business competition becomes 
more intense, selling firms are likeh to opt for advertising in persuading potential 
bu\ers to buy their products or services. Thus, effective advertising will be able to 
enhance a firm's profitability. 
Ot all the business and marketing activities advertising is the most visible and weW 
known. There is no denying the fact that advertising plays an important role in the 
promotion of various products and services. Albert Lasker. who is generally regarded 
as the father of modern advertising defined it as "salesmanship in print, driven by a 
reason, why" (McDonough, 1993). However, today advertising is carried out through 
different media and not confined only to the print media. In order to encompass the 
various dimensions of advertising the definition given by Arens (1996) is suitable for 
our purpose. According to this definifion, "advertising is the non-personal 
communication usually paid for and usually persuasive in nature about products 
(goods and services) or ideas by identified sponsor through various media. From this 
definition we can say that advertising is directed to groups of people rather than to 
individuals and is therefore non-personal. These groups might be consumers, such as 
people who buy products for their personal use or they might be the business people 
who buy various products and services to run their businesses. Secondly, most 
advertising \s paid for by the sponsors. Sponsors are the organizations and institutions 
who are behind the advertising. Thirdly, advertising is intended to ht persuasive i.e.. 
to convince people to purchase a product, a service or an idea. Some advertisements 
such as legal announcements are intended merely to inform, not to persuade. 
Besides, promoting tangible goods, advertising also helps in promoting intangible 
services and advocates a wide variety of ideas. Advertising reaches the people 
through a channel of communication called media. In addition to the traditional mass 
media, advertising also uses some other media such as direct mail, brochures, 
shopping cards and videocassettes etc. With the advent of Internet today advertisers 
are increasingly promoting their products and services through it. Online advertising 
is gaining popularity day by day. 
Proponents of adverfising argue that it is the life-blood oi~ business-it provides 
consumers with information about products and services and encourages them to 
improve their standard of living. They argue that advertising creates jobs and helps 
new firms enter the marketplace (Belch and Belch, 2000). 
People who use advertising for promoting their products and services know that 
advertising performs several functions, and its effects are profound. One of the 
foremost functions of advertising is to make a brand unique in the minds of the 
consumers and differentiate the brand from other available brands. Some of the 
important functions of advertising are: 
1) To identify products and differentiate them from others 
2) To communicate information about the products, it's features and its 
location of sale 
3) To induce consumers to try new products and to suggest its reuse. 
4) To stimulate the distribution of products 
5) To increase products use 
6) To build value, brand preference, and loyalty 
7) To lower the overall cost of sales 
1.21. The Economic Role of Advertising 
People who use advertising for promoting their products and services claim that it 
creates positive economic impact on society. Developed countries spend more percent 
of their Gross Domestic Product (GDP) on advertising than less developed countries. 
The moment a company begins to advertise, a chain reaction of economic events take 
place. Some of the common economic effects of advertising are discussed in the 
following pages. 
• Effect of advertising on the value of products: It is argued that advertising 
can add value to brand in the consumer's mind. However some people do not 
agree with this statement. (Ditcher, 1964) vvas of the opinion that a product's 
image, produced partially by advertising and promotion, is an inherent feature 
of a product itself. Subsequent studies showed that while an advertisement 
may not speak directly about a product's quality, the positive image conveyed 
by advertising may imply quality, make the product more desirable to the 
consumer, and thereby add value to the product (Kihistrom and Riordan, 
1984). Advertising also creates added value by educating customers about 
new uses of a product. 
• Effect of advertising on prices: This is a debatable issue i.e. whether 
advertising increases the cost of the products or not. Some people are of the 
opinion that advertising, due high media cost, increases the price of the 
products advertised. However, many others hold the opinion that due to the 
persuasive qualities of advertising, it creates a positive impact on the overall 
demand of the advertised product. This increased demand leads to economies 
of scale in the production. As a result of this, the average cost of production 
goes down. Ultimately, the companies may reduce the prices of their products 
and services. Thus, one can say that advertising indirectly helps the companies 
in reducing the prices of their products and services. However, the 
relationship between advertising and prices has not been proved empirically. 
• Effect of advertising on competition: Small companies because of their 
limited resources are not able to compete with the large companies who have 
greater resources, which can eventually drive the small companies out of 
business. Advertising limits the ability of smaller companies to compete 
effectively with large companies because of their financial clout, which 
manifests itself in their heavy spending on advertising. This may be true in 
some cases, but not in all. Intense competition tends to reduce the number of 
businesses in an industry. However, the finns eliminated by competition may 
be those, which did not satisfy the consumers effectively. In many cases, 
advertising by big companies has only a limited effect on small businesses 
because no advertiser is large enough to dominate the entire industry. It is a 
well-known fact that regional companies compete very successfully with 
national companies on regional and local level. However, sometimes it may 
happen that in industries characterized by heavy advertising expenditures, 
advertising does inhibit the entry of new competitors (Arens, 1996). 
Effect of advertising on demand: The effect of advertising on consumer's 
demand is important and studies have shown that advertising activity does 
affect aggregate consumption. There is no agreement however on the extent of 
this impact (Arens, 1996). Many social and economic forces including 
technological advances, increases in population and income, changes in 
lifestyles, and people's educational levels, are some of the other factors, which 
influence the aggregate demand in addition to advertising. It is to be noted that 
when those conditions are favorable, advertising plays a positive role in 
increasing the consumption of certain products. At the same time, advertising 
does not reverse sales decline for those products, which are facing unfavorable 
market conditions. Advertising can also help get new products accepted in the 
market by stimulating the demand for the product class in which the new 
product falls. But in declining markets, advertising can only slow the rate of 
decline. 
Effect of advertising on business cycle: The relationship between 
advertising and Gross Domestic Product (GDP) has long been debated. 
Galbraith (1988), a perennial critic of advertising, concedes that, by helping to 
maintain the flow of consumer demand, advertising helps sustain employment 
and income. It is a common practice when business cycles dip, companies cut 
advertising expenditures. That may help immediate short-term profits, but 
studies prove that businesses that continue to invest in advertising during a 
recession period are better able to protect, and sometimes build market shares 
(Giacomotti, 1994). However, no study has shown that if all companies keep 
advertising, the recessionary cycle will turn around (Arens, 1996). 
Effect of advertising on consumer choice: Marketers who want compete 
effectively; choose to make their products different and to uniquely position 
their product against the competing products and services. This positioning is 
possible only through effective advertising. The freedom to advertise 
encourages businesses to create new brand and revitalize old ones. 
1.3. EMERGENCE OF TV AS MAJOR ADVERTISING MEDIUM 
Advertising emerged as an indispensable tool of marketing. Hence, both profit and 
not -for-profit organizations are increasingly using advertising for furthering their 
objectives. The competition has become extremely intense in consumer and industrial 
goods. In the changed market scenario there is increased concern for the role of 
advertising in society and its necessity as a business and marketing tool. 
In the last few years India has witnessed the emergence of television as a powerful 
advertising medium. The advertisers have realized its massive reach. The expenditure 
on advertising on television is increased by leaps and bounds. It is generally felt that 
television advertising has made a dent in the volume of print advertising. As the 
experience of west shows, the importance of print media will not diminish under the 
impact of television. The advent of Television in India and its going commercial have 
changed the advertising patterns. Prior to TV, the major advertising media were 
newspapers, magazines, cinema and radio (Khan & khan. 2002). In Indian TV and 
advertising go hand in hand. Television survives on advertising and subscription 
revenues while advertisers reach their consumers via this potent communications 
medium. 
In Iran, like the rest of the world, television advertising has been used by various 
industries for years in order to make their presence known to the public. Unlike other 
countries, this dynamic industry in Iran has gone through a number of phases and 
changes that are rarely seen elsewhere in the world. At the present time, advertising is 
running a very interesting course in Iran as the Iranian consumer market reaches a 
level of maturity and competitiveness and the situation will be further influenced as 
the Iranian economy becomes more open to foreign investments in the future. 
In Iran before the Islamic revolution (1979), advertising as a whole was modeled after 
those in the western countries. During this period, the industry had adapted to all the 
effective promotional tools needed for the Iranian market by using various media 
mix. The most commonly used advertising tools during this period were: print 
advertising, billboards, sweepstakes, & TV & radio commercials. However, with the 
revolution, the face of advertising in Iran completely changed overnight. The 
situation was further changed with the onset of Iran-Iraq war when the presence of the 
government became more conspicuous in the economy and the private sector became 
less important. As a result, advertising became less and less visible in most media 
mix. except for those in the print media. Even m cases where advertising was deemed 
to be appropriate and non-western, it was done in such a manner that it did not have 
the same level of creativity and intelligence present in the previous era. This trend of 
advertising bashing continued for a number of years until the end of the war. Once the 
war was finished, Iran started a new era of economical development and expansion. 
These economical reforms did not take place at once, but rather the government 
started to relinquish its control on the economy by allowing various private 
individuals to bid for its assets. 
From the beginning of 1990's, the Iranian economy has started to change once again, 
becoming freer market oriented. In such a new atmosphere, advertising has also 
become more acceptable and less taboo as a way of promoting one's product or 
service. Numerous companies have started their activit) in Iran, by focusing their 
attention lo the needs & characteristics of the Iranian market. The growth of these 
agencies has also changed the face of advertising related media mix, especially that of 
TV & Radio. Nowadays, commercials have become an integral part of any TV 
program in Iran. Likewise, it has become more difficult to go anywhere in any of the 
big cities in Iran and try to avoid big billboards, advertising is running a very 
important role in Iran as the Iranian economy becomes more open to foreign 
investments. 
The post- war economic boom, which began in the 1950s, saw a huge increase in 
advertising activity. Mass production of goods was taking place, there was a market 
for the goods and there was a new outlet for the advertisers, with the advent ot 
commercial television. Until television arrived, magazine was the largest advertising 
media. During the first decade of television, advertiser usually used to sponsor and 
was identified with an entire programme. This differs from the present practice where 
several advertisers share a programme. Advertisers were naturally attracted to the 
television as a medium because it provided an opportunity for presenting live 
demonstration to large audiences. 
Television commercials usually come immediately to mind when one mentions 
"advertisement". While proven to be very effective at selling products and helping to 
create high brand awareness, television advertising is facing new challenges from 
digital technologies that enable the skipping or "zapping" of commercials during 
playback/viewing. Yesterday's model of "mass advertising" on television is changing 
due to both market and media fragmentation Television advertising these days must 
be highly targeted toward the specific demographic desired. Not only that, but we are 
all becoming "advertisement intolerant" and are more and more likely to "zone out" 
during commercial messages. 
Television commercial is a tool to inform about new consumer items, but no 
information can be effective unless it is acceptable or close to the cultural norms, 
practices and functioning of the cultural channels of communication. The information 
input, and consumption of information is very closely associated with the viewer's 
socio-economic capability. Thus this electronic media as a technology to bring 
consumer information, if not used carefully may create frustration and tension among 
the viewers. Television commercial is an important media in the process of 
development, but such an important media should be based on the local needs and 
lake care of prevailing situation (Fatihi, 1991). 
Many advertisements on television are ignored, many are watched in part, and some 
are watched all the way through. One study found that we absorb 25 percent of the 
advertisements that we watch. However, 25 percent of some thing that we see all day 
every day amounts to a great deal of selling that reaches its target (Young, 1990). 
Mayne (1994) in his research found, the respondents said that they were not 
influenced by the advertisers messages. How ever, all of those who took part in the 
study were highly familiar with the advertisements they were asked to identify a part 
of the research project. 
The impact of television advertising on society as a whole has been debated 
continuously since television was introduced in the 1940s. Industry, consumer 
groups, and government have sought to gain better insight about how television 
contributes to (or detracts) from society. As television continues to expand its 
technological capabilities (e.g., interactive audience participation) and global 
penetration, both positive and normative questions arise about the medium and its 
role in countries around the globe. One of the most pressing questions (Hyman, 
Tansey, and Clark 1994) is: Does television viewership have a positive or negative 
effect on viewers' quality of life? (Does television viewership play a role in the 
perception of quality of life? 
1.4. STATEMENT OF THE PROBLEM 
For researchers it will be interesting to find why some commercials are liked and 
some disliked? How and in what way these commercials are received and perceived 
by the audience? What impact do liked and disliked commercials exert on the 
purchase behaviour of the consumer? These are some of the questions that are to be 
answered. Present study attempts to address to first two questions i.e. how TV 
commercials are received and perceived by the viewers? 
The answer to these questions is important because the perception of viewers towards 
commercials can affect to a great extent their effectiveness. Burke and Edel (1989) 
found that the feelings generated by advertisements were linked to the consumer's 
evaluation of both advertisements and brands. Research also showed that those 
commercials, which leave pleasant feelings among audiences may prove to be 
effective in terms of attitudinal changes and finally in purchasing behaviour for 
advertised brands. Well-liked commercials were found to be more effective those 
than that are neither liked nor disliked (Aaker and Bruzzone, 1981). However, one 
research in Indian context has given somewhat different results for some disliked 
advertisements. It has been found that some advertisements, which generated strong 
reaction, were found to be effective in generating high levels of attention and 
subsequently high level of recall also (Shafiq. 1985) 
There have been several studies on attitude towards advertising (for instance, Olney, 
Batra, & Holbrook, 1990; Rossiter, 1997), these researches were relatively 
fragmented and divided. Furthermore, these studies have been conducted in western 
countries particularly the United States and United Kingdom. Given the limited 
information regarding viewers' attitudes toward advertising within the Malaysian 
context (for example, Rashid & Sidin, 1987: Adnan, 1991: Mohamad, 2000), the 
objective of those investigations was to examine: 
(a) The relationship between belief dimensions and viewer's attitude toward 
advertising, 
(b) The effects of demographic variables on viewers' attitude toward 
advertising. 
In measuring the perception of the audience for TV commercials three areas are 
particularly important to understand. Firstly, how consumers are likely to perceive the 
advertising message. Secondly, how their attention can be captured. Finally, what 
interpretations are likely to be made of various components and parts of the 
advertised message? These are important because negative perception process has 
long been recognized as the most significant barrier to effective communication. 
Measuring audience perceptions for TV commercials has become even more 
important with the emergence of video technologies vv'here the viewer have the option 
of mechanical zipping. However, this is not possible for TV. Another reason for 
measuring audience perception is the question of clutter i.e. placing a number of 
advertisements one after the other. Most of the TV commercials appear in clutter 
before or between the popular serials and there is a strong possibility of irritation on 
part of the viewers when their popular programmes are interrupted by the intrusion of 
commercials. If a negative attitude is developed because of these reasons towards the 
commercials then the purpose of airing them will become self-defeating and their 
effectiveness will decrease substantially. One possible offshoot of negative feelings 
towards the commercials may because in the form of public support for stringent 
Government regulations. 
Keeping in mind the above reasons, present study has been undertaken to measure the 
viewers" reaction towards TV commercials. The viewers" reactions are measured in 
terms of five adjectives i.e. amusing, irritating, appealing, convincing and 
informative. These adjectives have been used because they reflect both cognitive and 
affective feelings of positive and negative attitudes. 
1.5.0BJECTIVES OF THE STUDY 
Based on the research issues explored, the general objectives of this study were 
delineated. The focus of this study is to explore the area of TV commercials and how 
this is affecting the perception of Indian and Iranian viewers. 
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To find out the perceptions of Indian viewers towards the various TV 
commercials. 
To find out the perceptions of Iranian viewers towards the various TV 
commercials. 
To rank the Indian and Iranian TV commercials in terms of the following 
adjectives: 
i) Informative 
ii) Exciting 
iii) Appealing 
iv) Amusing 
v) Irritating 
To rank top ten TV commercials, both Indian and Iranian, on informative 
adjective. 
To rank top ten TV commercials, both Indian and Iranian, on exciting 
adjective. 
To rank top ten TV commercials, both Indian and Iranian, on appealing 
adjective. 
To rank top ten TV commercials, both Indian and Iranian, on amusing 
adjective. 
To rank top ten TV commercials, both Indian and Iranian, on irritating 
adjective. 
To study the effect of gender on perceptions vis-a-vis TV commercials on 
informative adjective. 
To study the effect of gender on perceptions vis-a-vis TV commercials on 
exciting adjective. 
To study out the effect of gender on perceptions vis-a-vis TV commercials on 
appealing adjective. 
14 
• To study the effect of gender on perceptions vis-a-vis TV commercials on 
amusing adjective. 
• To study the effect of gender on perceptions vis-a-vis TV commercials on 
irritating adjective. 
This effort has been made to understand how the viewers react after watching 
different TV commercial as it influences our daily life not only in choosing various 
products and services, but also shapes our perception, attitudes, values and 
aspirations. 
1.6. BENEFITS OF THE STUDY 
Today advertising on TV has grown tremendously both qualitatively and 
quantitatively. Most of the advertisers are spending large amount of money on TV. 
There is in fact too much of advertising on TV and there is a possibility that due to 
surfeit of advertising, those who are regularly exposed to TV advertising may develop 
negative feelings or attitudes towards various brands and products whose 
advertisements appear on TV. The present study attempts to find out the perception of 
Indian and Iranian viewers with respect to commercials that appear on TV. If one 
finds that the advertisements are being perceived positively in terms of the adjectives 
under study, one can safely surmise that people, despite the clutter, are still not averse 
to TV commercials. Conversely, if the perception is negative, it can save as an 
indicator that TV commercials are not being well received by the target audience. 
It is important for the advertisers, in understanding how an advertisement ultimately 
affects consumer perceptions and attitudes, to see what kind of perceptions and 
attitudes people develop towards the advertisement itself If the feeling that the 
advertisement creates is positive, and if the advertisement is evaluated favorably, then 
the advertisement is expected to lead to the formation of a positive attitude towards 
itself The vise-versa may also be true. 
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This study has an applied bias and may benefit the advertisers of both the countries 
i.e. India and Iran, by providing them inputs regarding the perceptions and attitudes ot 
viewers towards TV commercials. 
Accordingly, they may try to develop better and creative advertisement in future. 
Further, from the academic point of view, this study may provide the academic 
fraternity a glimpse into the perception of viewers towards TV commercials, 
especially in the context of Iran. Finally, this study may also help in giving 
suggestions to future researches in the area of advertising. 
1.7. NEED FOR STUDY 
Increasing sales and getting consumer to buy the product is an important behavioral 
objectives for the marketers, therefore more often than not, the objective of 
advertising is to increase sales. With the onslaught of increased competition in the 
field of marketng, advertisement has interestingly become subtler in its presentation 
of the product image as also insthutional image. In order to be purposeful, 
advertisement appeals should bring out the association with the feeling and 
physiological motives of the viewers or prospective consumer. 
But despite huge expenditure on the development of the advertising campaigns, little 
empirical research has been conducted to test and measure the perception of people 
towards advertising, specially TV advertising, particularly in the context of Iran. 
Further, the survey of literature is indicative of the fact that comparative studies of the 
present nature, involving India and Iran, are also few and far between. Thus, the 
present study attempts to analyse the perceptions of Indian and Iranian viewers 
towards TV commercials with the objective of using the same as vital inputs in 
designing and formulating the right promotional strategy to effectiely target them. 
1.8. CHAPTER SCHEMA 
This thesis work has been divided into five chapters; a brief outline of the chapter 
schema is presented in the following paragraph. 
Chapter-I, titled "Introduction" discusses the general concept of advertising, the role 
of advertising, its impact on economy and markets, emergence of TV as advertising 
medium. The chapter details the statement of the problem, need for the study, and 
concludes with the objectives and benefits of this study. 
Chapter-H. titled "Review of Literature'' illustrates extant literature relevant to the 
role of advertising in marketing and the perception of viewers towards the TV 
commercials. The last section of this chapter deals with literature review concerning 
advertising and advertising effectiveness. 
Chapter-HI, titled "Research Methodology", details the research methodology 
adopted to investigate the study model and the objectives framed. This chapter also 
discusses the development of hypothesis, the research instrument, the method adopted 
to conduct the research, data analysis procedure and the limitations of the study. 
Chapter-lV, titled "Analysis and Interpretations of Data". This chapter deals with the 
analysis and interpretation of the data collected. As this study is of comparative 
nature, the perception of both Indian and Iranian viewers were measured and 
compared for statistically significance differences, if any. 
Chapter-V, titled "Discussion and Conclusions" tries to discuss the findings and 
draws conclusions on the basis of findings discussed in the previous chapter. This 
chapter also has a section on directions for future research. 
17 
REFRENCES 
Aaker, D.A. . & Bruzzone, D.E. (1981) . Audience Reactions to Television 
Commercials. Journal of Advertising Research. October. 50-58. 
Adnan, M.H. (1991) . Development and anti-development messages in film, television 
and advertising. Media Asia, 18 (2), 63-72. 
Amouzadeh, M. (1998). Ideology in Persian Advertising. 
Arens, W. F. (1996). Contemporary Advertising, 6''^  Ed.. Richard D. Irwin, Chicago. 
US. 
Batra. R, David, A.A. & Myers, J.G. (2000). Advertising Management. Prentice Hall 
of India Pvt. Ltd. New Delhi. 
Belch, G.E. , & Belch, M.A. (1998). Advertising and Promotion: An Integrated 
Marketing Communications Perspective, Tata-McGraw Hill, New Delhi. 
Bendinger. B. (1993). Copy Work Shop Work Book. Chicago, IL: The Copy Workshop. 
Bradley, J. P. , Leo F. D., & Thomas C. J. (1960). The International Dictionary of 
Thoughts, Chicago, IL: J. G. Ferguson Publishing Co. 
Burke, M.C. & Edell, J.A. (1989), The Impact of Feelings on Ad-based Affect and 
Cognition. Journal of Marketing Research, February, 69-83. 
Ditcher, E. (1964). Handbook of Consumer Motivatio.n New York :McGraw Hill: New 
York pp. 422-31 
Fatihi. A.R. (1991). Advertising Media. The Language of Advertising and TV 
Commercials. 1 st Ed . 19. 
Galbraith, .I.K. (1988) Economics and Advertising: Exercise in Denial. Advertising Age, 
November 9, pp. 94-95. 
Giacomotti, F. (1994). European Marketers Keep Up Ad Budgets. Adweek, .lanuary 24, 
pp. 16-17. 
Hayakawa, S.l. (1964). Language in Thought and Action, New York: Harcourt, Brace & 
World. 
Hyman, M. R.. , Richard T. . & James W. C. (1994). Research on Advertising Ethics: 
Past, Present, and Future. Journal of Advertising. 23 (September), 5-14. 
Khan, K.M. . Khan. M.N. (2202), Media Exposure. Media effectiveness and 
Demographics. Fades of Indian Advertising and Consumer Behaviour: An Empirical 
Approach ,118. 
Kihlstrom R. E., & Michael H. R. (1984). Advertising as a signal. Journal of Political 
Economy, June, pp. 427-50. 
Mayne, I., (1994). Gender Portrayal in Television Advertising. A published Masters 
dissertation. University College of North Wales. 
McDonough, J. (1993). FCB: from One-Man Fiefdom to Global Powerhouse 
Advertising Age, P. F. 4. 
McLuhan, M. (1964). Understanding Media: The Extensions of Man. 
www.encyclopedia.com/html/M/McLuhanHe.asp 
Mohamad, M. (2000). Public Attitude Towards TV Advertising in Penang. Unpublished 
MBA Dissertation, Universiti Sains Malaysia. 
Olney, T.J. , Batra, R.., & Holbrook. M.B. (1990). A three-component model of attitude 
toward the Ad: Effects of the zipping and zapping of television commercials. 
Theoretical and Practical Explorations, CT: Quorom Books. 
Pollay, R.W. (1986). The Distorted Mirror: Reflections On the Unintended 
Consequences of Advertising,. Journal of Marketing, 50,pp 18-36. 
Rashid, M.Z.A. , & Sidin, S.M. (1987). The attitudes of Malaysian students towards TV 
advertising, 1 (2) 37-44. 
Rossiter. J.R. (1997). Reliability of short test measuring children: Attitudes towards TV 
commercials. Journal of Consumer Research, 3 (3). 
Young, A. , (1990). Femininity In Dissent, Lon don: Clarendon Press. 
CHAPTER - II 
REVIEW OF LITERATURE 
2.1. INTRODUCTION 
Jn first chapter, the researcher discussed in detail the role of advertising and the 
emergence of TV as major advertising miCdium. The researcher further discussed the 
basic purpose of the study and statement of the problem and finally in the light of the 
above discussion the benefit of the study and chapter schema has been elaborated. 
This chapter will describe the studies carried out in measuring the percepdon and 
atfitudes of viewers exposed to advertising specially TV advertising in their daily 
lives. There is substantial research on consumer perception and attitudes to 
advertising in general. Gallup (1959) found that in America, the majority of 
respondents liked advertising; respondents liked it because it was informative, and 
they preferred advertised to unadvertised products. However, Bauer and Greys 
(1968) found advertisements were perceived as annoying because respondents had 
heard or seen them too often. Barnes (1982) suggested that increasingly negative 
attitudes towards advertising could be attributed to the growth of television 
advertising, consumer concerns about 'misleading" advertisements and the rise of 
consumer organizations. Andrews (1989) found that most respondents did not think 
advertising presented a true picture of the products advertised, and that advertising 
was believed to insult the intelligence of the consumer. Most of Mittal's (1994) 
respondents thought that most television commercials were neither honest nor 
believable. There are some conflicting studies: Heyder (1992) found 84 per cent of 
respondents expressed positive views. Shavitt. Lowrey and Haefner (1998) found 
that more Americans like, rather than dislike, advertising. Attitudes toward 
advertising have also been studied cross-culturally (Wills & Ryans, 1982; Lee, 1993; 
Darley & .lohnson, 1994: Waller & Polansky, 1999; Zhou, Zhang & Vertinksy, 2002). 
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In one study that compared people from the United States, New Zealand, Denmark, 
Greece and India on their thoughts about advertising in general, researchers found 
that as ad expenditures and exposures increased, ad perceptions switch from function-
related to practice-related issues (Andrews. Lysonski,. & Durvasula. 1991). 
Because of the increasing importance of advertising there has been a tremendous 
growth in expenditures of advertising through out the world. This tremendous growth 
in expenditure on advertising reflects that the companies all over the world consider it 
a very important marketing tool. Marketers frequently use multiple communication 
tools (e.g., advertising, public relations, and direct marketing) or channels (e.g., 
television, magazines, and the Web) within a single campaign. The ultimate goal of 
employing multiple communication vehicles is to have them synergize to create the 
greatest persuasion effect (Caywood, Schultz, & Wang, 1991). 
2.2. ADVERTISING ROLE IN MARKETING 
Advertising as a concept has always been one of the main pillars of any healthy free 
market economy. Sweeping changes owing to globalisation and liberalisation have 
profoundly effected the industries in the last few years, industries are now churning 
out an incredible array of products and services. In this unpredictable eara of razor 
edge competirtion, most manufaturers have come to realize the importance of 
advertising in marketing. 
Before embarking about the role of advertising in marketing, we should get a basic 
impression of what advertising is. Advertising is bringing a product (or service) to the 
attention of potential and current customers. Advertising is typically done with signs, 
brochures, commercials, direct mailings or e-mail messages, personal contact, etc. 
Advertising is a major "phase" of overall product or service development and 
management. Advertising is specifically part of the "outbound" marketing activities. 
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or activities geared to communicate to the market, e.g. advertising, promotions, public 
relations (McNamara, 2004). 
Over the past century, researchers have developed many theories to explain how 
advertising helps a firm enhance its market power. Three main views have emerged: 
the informative, complementary, and persuasive view of advertising (Bagwell, 2005). 
Informative advertising can enhance a firm's market power if it merely informs 
consumers of product differences and hence increases product differentiation 
(Meurer, & Stahl, 1994). The complementary view recognizes the importance of 
advertising in the consumption process by providing additional utility to consumers 
— such as creating a feeling of greater social 'prestige" when the product is 
appropriately advertised, or by signaling high quality. Therefore, advertising is a 
'good' or 'bad' complementary to consumption. According to this view, advertising 
can increase a firm's market power if it enhances consumption utility, but need not 
always (Becker, & Murphy, 1993). 
Many studies show that advertising exposure has a favorable effect on consumer 
preferences towards the advertised product, and that the consumer response to 
advertising is concave (Winter, 1973; Simon. & Arndt. 1980: Vakratsas, & Ambler, 
1999). This concave nature of advertising response functions has been reported by 
Little (1979), Albion, and Farris (1981). and also endorsed by Lilien, Kotler, and 
Moortlix (1992). who note that "while a good deal of discussion and modeling 
concerns S-shaped response, most of the empirical evidence supports concavity". 
In the present complex world of business where consumers have to be persuaded to 
purchase a specific brand, within a plethora of competing brands, products and 
services, advertising is considered by many marketing experts as one of the most 
potent and powerful tool to influence and persuade the consumers to purchase their 
brands. Therefore, advertising often is referred to as "communisuation" i.e., a 
combination of communication and persuasion. Persuasion becomes more paramount 
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and necessary in cases of consumer products where the competition is very keen. 
Here, advertising plays a dominant role in the overall promotion mix, which provides 
great help in the sales of products and services. Advertising has thus become one of 
the most potent tools for businesses. If we even discounted the criticism leveled 
against advertising by its antagonists advertising does play a very effective, 
dominating, informative and persuasive role in promoting goods and services from 
the point of view of sales profit as well as services to consumers (Fehr, & Stevik, 
1998). From multinational organizations to the Small to Medium size Enterprises, 
advertising is considered a basic business tool that helps businesses communicate 
with its customer base and potential consumers. 
To truly appreciate advertising as a business tool, one has to understand the role 
advertising plays in a firm's marketing effort. Every organization must make 
marketing decisions. These decisions involve researching, developing, pricing, 
promoting and distributing products and services for a target audience. The role of 
advertising in marketing relates to four important aspects of marketing process. (1) 
As a component of marketing mix. (2) Advertising role in market segmentation, 
product differentiation, and positioning. (3) Its contribution to revenue and profit 
generation. (4) Enhancing customer satisfaction. 
2.21, Advertising as a Component of Marketing Mix 
Advertising is one of the primary marketing tools available to any organization. 
Marketing assumes a wide range of responsibilities related to the conception, pricing, 
promotion and distribution of ideas, goods or services. Ad\ertising is important, but it 
is only one of the major areas of marketing responsibility and it is only one of many 
different promotional tools relied on in the marketing mix. 
Generally speaking, the role of the advertising in the marketing mix is to focus on the 
ability of the advertising effort to communicate to a target audience the value of a 
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product or a service it has to offer. The marketing mix elements are just the right way 
to attract and satisfy customers. The mix ingredients play a significant role in 
determining the message content and placement of advertising. 
2.22. Advertising Role in Market Segmentation, Product Differentiation and 
Positioning 
For advertising to be effective, it must work to support an organizations general 
marketing strategies. Some of the most basic strategies for attracting and retaining 
customers are market segmentation, product differentiation and positioning. 
Advertising plays on important role in helping a firm to execute these marketing 
strategies. 
• Market segmentation: is the breaking down of a large, widely varied 
(heterogeneous) market in sub markets, or segments, that are more similar 
than dissimilar (homogenous) in terms of what the consumer is looking for or 
is presumed to be looking for. Underlying the strategy of market segmentation 
are the facts that consumers differ in their wants or choice and the wants or 
choices of one person can differ under various circumstances. Advertising's 
role in the market segmentation process is to develop messages that appeal to 
the wants or choices and desires of different segments and then to transmit 
those massages through appropriate media. 
• Product differentiation: is the process of creating a perceived difference, in 
the mind of the consumer, between its brand and that of its competitors. This 
means that product differentiation is based on consumer perception. Product 
differentiation is one of the most critical of all marketing strategies. 
Advertising can help create a difference, in the minds of the consumers, 
between an organization's brand and its competitor's brands. The 
advertisement may highlight performance features, or it may create a different 
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image of the brand. The essential task for advertisings is to develop a message 
that is distinctive and unmistakably linked to the organization's brand. 
• Positioning: is the process of designing a brand so that it can occupy a 
distinct and valued place in the target consumer's mind relative to other 
brands and then communicating this distinctiveness through advertising. 
Effective positioning is accomplished by either developing vastly different 
products within a product line. 
2.23. Advertising and Profit Generation 
The fundamental purpose of marketing is to create customers and through customer 
satisfaction and consumption, to generate revenue. The marketing process is designed 
to generate sales and therefore revenues for the firm. The contribution to creating 
sales as a part of revenue generating process is where advertising plays a significant 
role. Advertising communicates persuasive information to audiences based on values 
created in the marketing mix. This combination, which can highlight brand features, 
price, or availability through distribution, attracts customers. When a brand has the 
right features, the right price, the right distribution and the right communication, sales 
are likely to occur and the firm generates revenue. In this way. advertising makes a 
direct contribution to the marketing goal of revenue generation. Advertising 
contributes to the process of creating sales and revenue. Sales occur when a brand has 
a well-conceived and complete marketing mix including good advertising. 
Advertising can help create pricing flexibility by (1) contributing to economies of 
scale and (2) creating brand loyalty. Advertising contributes to demand stimulation by 
communicating to the market about the features and availability of a brand. By 
contributing to demand stimulation, advertising contributes to the process of creating 
economies of scale, which ultimately translate into higher profit per unit. When 
consumers, through whatever influences become brand loyal, they are generally less 
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sensitive to price increases for the brand. Advertising contributes directly to brand 
loyalty and thus to inelasticity of demands, by persuading and reminding consumers 
of the satisfactions and value related to the brand. 
2.24. Advertising and Customer Satisfaction 
Advertising can communicate how a brand addresses certain needs and desires and 
therefore plays an important role in attracting customers to the brand, which it hopes 
the consumer will find useful and satisfying. Advertising can also help link in a 
brand's image and meaning to a consumer's social environment, and it can deliver a 
sense of personal comiection for the consumer. Without advertising as a way to reveal 
the availability of brands and draw out these connections of broader meaning, a firm's 
ability to deliver customer satisfaction would be limited. Bauer and Greyser (1968) 
suggest that advertising has two broad effects on society i.e. economic and social 
effect. Their work and that of Polly and Mittal (1993) have served as a foundation for 
researchers examining consumers' attitudes toward advertising. 
As stated earlier advertising happens to be most visible, glamorous and elaborate of 
all the promotional tools used in the marketing of products and services by the 
companies. Advertising being an integral part of our social and economic systems has 
evolved into a vital communication system for both consumers and the businesses. 
The ability of advertising to deliver carefully prepared messages to target audiences 
has given them a major role in the marketing programs of most organizations. 
Companies ranging from large multinational corporations to small retailers 
increasingly rely on advertising and other promotional tools to help market their 
products and services. In market-based economies, consumers have learned to rely on 
advertising and other forms of promotion for information they can use in making 
purchase decisions. 
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2.25. Economic Effects of Advertising 
The American Advertising Federation (1992) described the economic benefits and 
effects of advertising: 
"It speeds acceptance of new goods and technologies, fosters full 
employment, lowers the average cost of production, promotes a healthy 
competition between producers to all consumers' benefit, and generally 
is a prudent use of national resources that raises the average standard of 
living" (PoUay, & Mittal, 1993). 
Bauer and Greyser (1968) revealed that attitudes toward advertising are made up of 
our beliefs toward the economic effects of advertising. Galbraith (1967) also 
mentioned that "advertising and its related arts thus help develop the kind of man 
(person) the goals of the industrial system require - one that reliably spends his 
income and works reliably because he is always in need of more" (Pollay, & Mittal, 
1993). Advertising is a prominent feature of modern economic life. Over the 20th 
century, research on advertising has proceeded at a vigorous pace, and a vast 
literature has now emerged. Research has examined consumers' perceptions of 
advertising's effects on the economy. For example, some research indicates that 
consumers believe advertising is a necessary component of the marketplace, is good 
for the economy and, on average, raises the standard of living (Reid, & Soley. 1982; 
Muehling, 1987). Other studies suggest more neutral feelings about these economic 
effects of advertising (Andrews, 1989; Pollay, & Mittal, 1993; Andrews, Durvasula, 
& Netemeyer, 1994). In addition, whereas some findings support the idea that 
advertising results in better products and promotes competition (Anderson, 
Engeldow, & Becker, 1978; Reid, & Soley, 1982; Muehling. 1987; Andrews. 1989), 
others are less favorable in this regard (Haller, 1974; Pollay, & Mittal, 1993). With 
few exceptions (Pollay. & Mittal. 1993), the majority of studies suggest that 
consumers do not believe that advertising lowers prices of products (Muehling. 1987; 
Andrews. Durvasula, & Netemeyer, 1994; Shavitt, Lowrey, & Haefner, 1998). 
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2.26. Societal Effects of Advertising 
Advertising often attempts to sell the consumers an image or lifestyle as well as a 
product or service. Many studies have measured the role of advertising functions in 
creating product meaning (Friedmann, & Zimmer, 1988; Tharp & Scott, 1990) and 
self-image (Richins, 1991). National advertising, for example, often includes "life 
style imagery, and its communication goals often specify a brand image or 
personality, the portrayal of typical or idealized users, associated status or prestige, or 
social reactions to purchase, ownership, and use" (Pollay. & Mittal, 1993). Thus, 
many consumers are willing to purchase luxury accessories and put on clothing 
featuring favorite logos and designs to show off themselves to others (Pollay, & 
Mittal, 1993). Korgaonkar et al. (1997) also showed a good example in direct 
marketing advertising: some direct marketing companies often attempt to sell the 
prestige and reputation associated with possession of their products. Consumers also 
expect advertisers to promote their products in a positive or idealized image and may 
even prefer advertisements with attractive models (Richins. 1991). 
The societal effects of advertising include the encouragement of materialism, the 
corruption of societal values, and falsity, or failure to present an accurate picture of 
the product and/or reality (Bauer, & Greyser, 1968; Pollay, & Mittal, 1993). Findings 
spanning three decades have indicated that consumers perceive advertising as 
encouraging unnecessary purchases and promoting materialism (Haller, 1974; 
Anderson, Engeldow, & Becker 1978; Reid, & Soley, 1982; Calfee, & Ringold, 1988; 
Andrews, 1989; Pollay, & Mittal, 1993), as well as corrupting society's values by 
reinforcing stereotypes (Wills, & Ryans, 1982) and promoting undesirable behaviors 
(Pollay. & Mittal, 1993). In addition, advertising has been viewed as less than 
truthful, often misleading, and insulting to consumers' intelligence (Barksdale, & 
Darden. 1972; Haller, 1974; Barksdale, Darden, & Perrault, 1976; Anderson, 
Engeldow, & Becker, 1978; Barksdale, & Perrault, 1980; Barksdale et al. , 1982; 
Reid. & Soley, 1982; Durand. & Lambert, 1985; Kanter, 1988/89; Andrews, 1989; 
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PoUay, & Mittal, 1993). Research also indicates that U.S. consumers are more 
negative about the social effects of advertising than are Russian (Andrews, 
Durvasula, & Netemeyer, 1994) or German (Witkowski, & Kellner, 1998) 
consumers. Fianally Tandon, et al (1997) reported that majority of respondents had a 
positive attitude towards advertisement in general.They have clearly indicated that 
advertisement has a useful role to play in the society. 
The impact of television advertising on society as a whole has been debated 
continuously since television was introduced in the 1940s. Industry, consumer 
groups, and government have sought to gain better insight about how television 
contributes to (or detracts) from society. O'Guinn, Lee, and Faber (1986) proposed 
that the medium may be very much the message. People who become socialized 
predominantly through the mass media are likely to think and behave differently from 
those who experience the world about them more directly. Their basic premise is that 
the mass media emphasize different values than other acculturation sources. In a 
follow up, O'Guinn et al. (1986) suggested that over time, heavy television viewers 
will begin to develop perceptions of the world that are similar to what is shown on 
television. 
2.3. TELEVISION ADVERTISING AND THE PERCEPTION OF VIEWERS 
"The medium is the message." This expression was coined in the 1960s by Marshall 
McLuhan, who suggested that the electronic media, especially television, were 
creating a "global village" in which "the medium is the message," i.e. the means of 
communications has a greater influence on people than the information itself and the 
medium creates imagery and awareness of the advertised brand. 
Tele\ision today has transcended space and literacy barrier to penetrate into the 
homes of more than 70 percent of the country's population, spread out in almost 60 
percent of the total area in an exotic art form (Bansal, & Taneja, 2005). McLuhan 
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(1964) uses historical quotes and anecdotes to illustrate the ways in which new media 
change the perceptions of societies, with specific focus on the form of each medium 
as opposed to the information that is transferred by each medium. With the unsought 
of increased competition in the field of marketing, advertisement has interestingly 
become subtler in its presentation of the product image and the institutional image. 
In the light of sweeping changes on the marketing front, there is need to study and 
analyze the different perceptions of viewers towards TV advertising. As part of the 
marketing mix, understanding response to television commercials is %ndamental to 
advertising. In a highly competitive business environment, consumers generally do 
not have complete knowledge about the various products and services, which they 
actually need; hence they try to seek realistic information about the products and 
services from different sources including advertising. 
Historically, the systematic study of atthude toward advertising in general has been 
rooted in the work of Bauer and Greyser (1968). Bauer and Greyser's work 
demonstrated that attitudes toward advertising in general consist of two belief 
dimensions, economic and social effects, and found that attitudes are normally based 
on consumers' beliefs regarding the social effects of advertising and the economic 
effects of advertising. In order to be purposeful, advertisement appeals should bring 
out association with the feeling and physiological motives of the viewers or 
prospective consumer (Bansal, & Taneja, 2005). Nevertheless, the ability of 
advertisement in influencing potential buyers" emotions and behaviors will be 
dependent upon their perceptions and attitudes. People's attitudes vary and are 
influenced by their perceptions. In the case of television advertising, certain 
individuals may possess negative attitude towards it whereas others may have 
positive ones. Therefore, understanding viewers' attitude towards advertising 
particularly via the television media is important to marketers. 
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Knowledge of how consumers acquire and use information from external sources is 
important to marketers in formulating communication strategies. Marketers are 
particularly interested in (1) how consumers sense external information,(2) how they 
select and attend to various sources of information, and (3) how this information is 
interpreted and given meaning. These processes are all part of perception, the process 
by which an individual receives, selects, organizes, and interprets information to 
create a meaningful picture of the world (Harrell, 1986). Perception is an individual 
process; it depends on internal factors such as a person's beliefs, experiences, needs, 
moods, and expectations. 
Aaker, and Bruzzone (1981) investigated people's perceptions and likeability of TV 
commercials and their relationships using a nation wide sample. Aaker, and Bruzzone 
(1981) categorized belief dimensions as being entertaining, personal relevance, 
dislike, and warm, which were explained by 75.4 % of the variance. They compared 
their four belief dimensions with those of other previous studies and found notable 
consistency (Leavitt 1970; Wells, Leavitt, & McConville, 1971; Schlinger, 1979). 
Aaker and Bruzzone's factor analysis showed that entertaining and personal 
relevance were first two dominant factors among four so did previous studies 
(Leavitt. 1970; Wells et al, 1971; Schlinger, 1979). Based on the results, they offered 
three suggestions to elicit positive attitudes toward TV advertising: "make it 
entertaining", emphasizing the amusing aspect of advertisements; "make it warm", 
underlying the relationships with other, such as. family, kids, or friends; and "make it 
personally relevant," providing useful information (Aaker, & Bruzzone, 1981). 
Alwitt. and Prabhaker (1992) indicated that the impact of consumers' negative 
attitudes toward advertising in general (Bartos. 1981; Zanot, 1981; Andrews, 1989) 
have influenced their negative attitudes toward TV advertising (Bartos, 1981, 
Sepstrup. 1985). They found the degree that people dislike TV advertising has been 
more serious than people dislike advertising in general. They also evaluated why 
consumers tend to have unfavorable attitudes toward TV advertising with four 
functional and six belief dimensions knowledge, hedomc social learning, and 
affirmation of value for functional dimensions, and benefits/costs, execution, 
deceptne, offensive, amount shown, and no information for belief dimensions 
Specifically, they differentiated beliefs from functions that "what people know about 
advertising" refers to consumers' beliefs about TV advertising, while its association 
refers to functions that "television advertising serves for a viewer and how it fits into 
his or her life" 
According to Alwitt and Prabhaker (1994). the personal and social benefit dimension 
reflects the perception that television advertisements make the consumer a rational 
decision-maker when purchasing a particular product or service This perception is 
based on the extent of information provided by the television advertisement in terms 
of product quality, price, and comparative advantage Mohan (1989) noted that 
consumers need information about various goods and services Due to ignorance, a 
consumer may purchase an inferior product, pay a higher price, or even failed to 
acknowledge the existence of a product This particular belief dimension includes 
statements about the availability of information on features, brands and other product 
characteristics in advertisements Alwitt and Prabhaker (1994). argued that this 
dimension is likely to provide a positive implication on television advertising 
The results revealed that two belief dimensions (benefits/costs and executions) and all 
four functional dimensions weie significantly related with overall attitude toward TV 
advertising (Alwitt, & Prabhaker, 1992) They concluded that consumer attitudes 
toward individual advertisements or specific brands could be influenced by their 
overall attitudes toward TV advertising based on five factors social costs of TV 
adveiusing characteristics of the target audience attitudes towcnd TV piogiams 
pel soncd benefit from TV advei tising and genei al functions of TV advertising 
Mittal (1994) considered that viewers' attitude toward TV advertising may become 
negative because it reduces entertaining aspects of TV programs He found that 
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almost half of those participating tended to dislike TV advertising. In order to better 
understand why public attitudes are negative, he categorized ten belief dimensions to 
assess consumers" perceptions of TV advertising based on previous literature: 
marketplace information, buying confidence, social-image information, enlerlainmenl 
value, materialism value congruence, effects on children, economic effects, free TV, 
and manipulation (Mittal, 1994). He suggested that more information and entertaining 
values could be included during the construction of TV commercials so that these 
dimensions influence more positive attitudes toward TV commercials. Specific belief 
dimensions such as information, economic values, irritation, and entertainment have 
been considered as dominant dimensions for determining attitudes toward TV 
advertising and attitudes toward advertising in general (Bauer, & Greyser, 1968; 
Sandage, & Leckenby, 1980; Aaker, & Bruzzone. 1981: Andrews, 1989; Russell, & 
Lane, 1989; Alwitt, & Prabhaker, 1992; Mittal, 1994; Pollay, & Mittal, 1993). 
Mittal (1994) concluded that a perception of the informational value of advertising 
v/as the most important contributor to consumers' overall attitude toward television 
advertising. Pollay, and Mittal (1993) found product information was a significant 
predictor of attitude toward advertising. In the relationships between overall attitudes 
and beliefs about TV advertising, the product information dimension contributed the 
most to one's overall attitude, followed by effect on children, social information, free 
TV, economic benefits, and materialism (Mittal, 1994). Mittal suggested that more 
information and entertaining values could be included during the construction of TV 
commercials so that these dimensions influence more positive attitudes toward TV 
commercials. 
There have been also a huge number of empirical studies on consumers" overall 
evaluation of advertising. The general consensus derived by summarizing these 
studies is that consumers' overall attitudes toward advertising is negative (Bartos, 
1981; Andrews. 1989; Alwitt. & Prabhaker, 1992; James & Kover, 1992). Bauer, and 
Greyser (1968) found that belief items can provide insight into why consumers adopt 
a positive or negative attitude towards advertising. By measuring responses to 
specific belief statements. Bauer, and Greyser (1968) help provide the reasons behind 
a consumer's decision to support or criticize advertising. Subsequently, the study by 
Bauer, and Greyser (1968) serves as a basis for other researches relating to 
advertising. Additionally, other scholars such as Andrews (1989), and Muehling 
(1987) tried to assign reasons behind a consumer's atfitude toward advertising. 
Television viewers are often exposed to products and services in which they have no 
conceivable interest. Durand, and Lambert (1985) noted that advertising has been the 
subject of persistent and varied comments over the years. These criticisms included 
allegations that advertising is often distasteful, insulting and offensive. Barnes, and 
Dotson (1990) explained that '"offensive advertisements" consist of two dimensions. 
The first dimension consists of those products, which the potential consumer 
perceives to be offensive by nature whereas the second one concerns the execution of 
advertising, which in turn, may or may not be related to the product, depicted in the 
advertisement. Many television viewers are of the opinion that advertisements are 
negative and deceptive in nature and they influence viewers in making wrong 
decisions. Aaker. and Dean (1993) claimed that advertising results in higher prices, 
managed to persuade consumers to buy things that they should not, and fails to 
provide a true picture of the product being advertised. Andrews (1989) in his study 
discovered that a majority of his respondents agreed that advertising insults one's 
intelligence, and often managed to influence bu\ers to purchase products that they 
should not. Durand, and Lambert (1985) mentioned that advertising provides very 
little substantive information on a product. In many instances, advertising is able to 
manipulate people into making unnecessary and sometimes undesirable purchases 
(Durand. & Lambert, 1985). in other words, advertising is deemed as deceptive and 
misleading. Bartos (1981) in his study discovered that his respondents perceived 
advertisements as being "too long'', "too loud", and "repeated too often". Mohan 
(1989) argued that television advertisement is excessively being repeated and the 
presentation made in the advertisement lacked aesthetic value. Mittal (1994) in his 
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study noted that television viewers felt irritated and disrupted with the frequent 
repetition of a particular commercial no matter how interesting a television 
advertisement is? 
A number of studies have been conducted to measure the attitudes and perception of 
people towards advertising. In the majority of attitude towards advertising studies, 
survey research has been used to assess opinions about the institution of advertising 
systematically (i.e., attitude toward advertising in general), as well as attitudes about 
specific economic, social, and personal functions of advertising. Research 
investigating perceptions of the value of advertising has involved not only U.S. 
consumers (Barksdale, & Darden, 1972; Barksdale. Darden, & Perrault 1976; 
Barksdale, & perrault, 1980; Barksdale et al., 1982; Pollay. & Mittal, 1993: Yoon. 
1995; Shavitt, Lowrey, & Heafner, 1998), but also consumers from Britain, Chile, 
Germany, and Russia (Wills, & Ryans, 1982; Andrews. Durvasula. & Netemeyer, 
1994; O'Donohoe, 1995; Manso-Pinto, & Diaz. 1997; French, Braksdale, & Pen-eault, 
1998; Witkowski, & kellner, 1998). Other studies have examined the attitudes of 
CEOs, marketing managers, and managers in other functional areas (Greyser, & 
Reece, 1971; Webster, 1980; Kanter, 1988/89). Furthermore, students have often 
served as respondents in studies investigating opinions about advertising (Andrews, 
1989; Durvasula et al., 1993: Haller, 1974). 
Several studies have illustrated that attitudes toward the institution of advertising are 
a function of a consumer's perceptions of the various aspects of advertising, such as 
its informational value and its use of idealized images (Muehling, 1987; Pollay. & 
Mittal. 1993; Andrews. Durvasula, & Netemeyer. 1994). Other research streams have 
addressed public policy issues relevant to marketing and advertising practices (Ford. 
& Calfed, 1986; Calfee. & Ringold, 1994) and advertising as it relates to societal 
concern, such as its impact on the moral fabric of societies (Belk, & Pollay. 1985; 
Pollay. 1986; Ewen, 1988; McCreacken, 1988; Tharp & Scott, 1990). These 
investigations have yielded important insights about consumers' opinions of 
35 
advertising, but most have done so in the context of subjects' responses to researcher-
generated questions. 
For more than three decades, research has theorized about and investigated 
consumers' attitudes toward advertising. One of the big \alues of advertising is that it 
introduces people to new things that they may otherwise not know about. Actually 
people are bombarded constantly with marketing but at least some of it is of some 
value, because it shows you something new that can make your life maybe better. 
Bauer, and Greyser (1968) reported that a majority of respondents exhibited that 
information is the important reason for liking advertising, and found that information-
related reasons positively influenced attitude toward ad\ertising. Since Bauer and 
Greyser's study, additional research has demonstrated that advertising is perceived as 
a valuable source of product information (Stigler, 1961: Albion & Farris. 1981; 
Norris, 1984; Pollay, & Mittal, 1993; Mittal, 1994; Korgaonkar et al., 1997: Schlosser 
et al., 1999). Albion, and Farris (1981) and Korgaonkar et al. (997) supported that the 
positive roles of advertising as a source of product information generates many 
benefits as producing "competition'", promoting ''new product and brand entry'", and 
aiding "consumer shopping"'. This role as product information directs greater 
marketplace efficiencies, as consumers are better able to match their needs and wants 
against producers" offerings (Norris. 1984: Pollay. & Mittal. 1993). 
Adverfising's main role is to provide correct information about the product, company 
and competitive brands to the target market. Furthermore, advertising has to prove to 
be more efficient, effective and less costly source of information than other 
information sources controlled by the marketers. Undoubtedly, advertising does 
in\olve cost and consequently leads to higher consumer's prices. 
Aaccording to previous scholars (Bauer. & Greyser. 1968; Muehling, 1987; Alwitt, & 
Prabhaker. 1994), television advertisements failed to pro\ide sufficient information 
about a product that helps potential purchasers in making decisions. This particular 
belief dimension includes statements about the fact that tele\ision advertisements do 
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not offer much information about the products but rather they try to influence 
people's emotions and mood states. Khan, Azam, and Mahmood (1992) content 
analyzed the Indian advertisements in terms of number of information cues provided 
in the advertisements. They found that in the most of the Indian advertisements there 
were at least one information cue that was available to the target market. They also 
found that in several advertisements contained more than one information cues. 
Research findings have been mixed regarding the usefulness of advertising as a 
source of information about social roles and lifestyle imagery. However, it is likely 
that these divergent findings are a consequence of different subject/respondent 
pools and different operationalizations of constructs. For example. Richins (1991) 
finds that female college students thought advertising was important for helping 
them know about and select fashion and personal care/ cosmetic items. However, 
Pollay. and Mittal (1993) find that advertising was used by a minority of 
respondents for learning about fashions and/or reference group buying habits. 
Pollay, and Mittal (1993) also report that students had more favorable opinions 
about the value of advertising in providing social role/lifestyle imagery information 
than did adults. 
Pollay. and Mittal (1993) also classify entertainment as a personal use of 
advertising. Calfee, and Ringold (1994), in their survey of studies from 1974 to 
1989, report that, on average, 70% of respondents think advertising is entertaining. 
Pollay. and Mittal (1993) and Shavitt, Lowrey. and Haefner (1998) also note the 
entertainment value of advertising; they find a cohort effect, with younger 
audiences believing that advertising was more entertaining and amusing than did 
older audiences. 
Although several studies have examined the impact of viewing context on 
commercial effecfiveness (Goldberg, & Gorn, 1987; Broach, Page, & Wilson, 1995), 
most have varied the program context, not the advertising context (Aaker, Stayman. 
& Hagerty, 1986; Sharma, 2000). Nevertheless, commercials broadcast earlier during 
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a television program may be expected to have an impact on the effectiveness of 
advertisements aired later during the same program, because they can induce a 
dominant mood or feeling state that affects perceptions of a subsequent commercial 
(Gardner, 1985). Such proactive carryover effects may occur through a process of 
excitation transfer (Zillmann, 1983). Excitation transfer theory states that residual 
sympathetic excitation from preceding emotional behaviors may transfer to unrelated 
experiences because such sympathetic arousal is assumed to be largely nonspecific. 
Zillmann (1983) has argued that individuals may associate such excitatory reactions 
at later times with unrelated stimtili, regardless of the hedonic valence of the 
antecedent affect. Thus, affective reactions to subsequent stimuli may be intensified. 
A second focus of attitude toward advertising research involves the personal uses of 
advertising. These include (1) advertising as a source of information about products, 
social roles, and lifestyle imagery and (2) advertising as a source of personal 
enjoyment. With regard to advertising as a source of product information, it appears 
that sentiment has become more favorable during the past three decades. Barksdale 
and colleagues' studies in the 1970s and early 1980s (Barksdale, & Darden. 1972; 
Barksdal.e & Parrault, 1980; Barksdale et al., 1982) find that, on average, a majority 
of respondents do not think that advertisements are reliable sources of information 
about either product quality or product performance. However, Calfee and Ringold 
(1994), reporting on an investigation of studies from 1974 to 1989, state that a "strong 
and unchanging majority" (approximately 70%) endorses advertising as a source of 
information. Pollay, and Mittal (1993) and Shavitt, Lowrey, and Hefner (1998), in 
more recent studies, concur that audiences use advertising to find out about local sales 
and particular brands, as well as product and service availability. Both of these letter 
studies report that younger audiences think of ad\ertising as an information source 
more than do older audiences. 
Present study is cross-national in nature and people from India and Iran have been 
chosen for measuring perception of viewers towards TV advertising. In this chapter a 
comprehensive literature survey has been carried out and then on the basis of 
literature survey, this study has been undertaken to measure the viewers' reaction 
towards TV commercials. The viewers' reactions are measured in terms of five 
adjectives i.e. amusing, irritating, appealing, convincing and informative. These 
adjectives have been used because they reflect both cognitive and affective feelings of 
positive and negative attitudes and perception. During the literature survey the 
researcher has come across the large number of studies, both theoretical and 
empirical, which have thrown light on perception and attitudes of viewers towards 
advertising specially TV commercials. Some of these aspects highlight the positive 
dimensions of advertising in the business and some aspects point out towards the 
negative dimensions of advertising on the society, economy, consumers and people at 
large. 
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CHAPTER- III 
RESEARCH METHODOLOGY 
3.1. INTRODUCTION 
The present chapter discusses the methodology used in conducting the present study. 
The criterion variable used in this study is perception of viewers towards television 
advertising. Perception was measured using five adjectives. The items were designed 
to measure how viewers feel about television advertising. In doing so, the researcher 
first delineated the objectives of the research. The first section deals with the 
objectives in specific manner. In the second section the hypotheses of the present 
study have been formulated in consonant with the objectives. The third section 
discusses the process of development of the research instrument i.e. the perceptual 
questionnaire encompassing TV commercials of the study. Results were then 
averaged to arrive at a summary indicator of a viewer's overall perception towards 
television advertising. An attempt has been made to develop the research instrument 
in a manner, which may able to measure the phenomenon under study in a reasonably 
accurate way. Next section deals with the sampling process. In this section both the 
method of sample selecfion and the method of administration of the research 
instrument has been discussed. Section fifth describes the procedure adopted for 
analyzing the data after the data were gathered through questionnaire. The last section 
discusses the limitations of the present study. These sections are discussed in the 
following. 
3.2. OBJECTIVES OF THE STUDY 
Television commercials convey much of their power through visuals. Yet little has 
been done to research the viewer's perception in television commercials in different 
cultural contexts. Television is often called "king" of the advertising media, since a 
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majority of people spends more hours watching TV per day than paying attention to 
any other medium. Television not only has proven its persuasive power in influencing 
human behavior but it's also the "king" of advertising costs. Television reaches very 
large audiences ~ audiences that are usually larger than the audience of newspaper 
and magazine. Some advantages of television advertising include the following. 
Advertising on television can give a product or service instant visibility and 
prominence. One can easily reach the audiences one has targeted by advertising on 
TV. Children can be reached during cartoon programming, farmers during the 
morning agricultural reports and housewives during the afternoon soap operas. A 
special documentary on energy sources for heating homes and business will also 
attract viewers interested in heating alternatives. 
This study compared the visuals of Indian and Iranian television commercials. In the 
present study an attempt is made to measure the perception of viewers towards TV 
commercials. As the present study is a cross-cultural one and where the perception of 
people from two different countries i.e. India and Iran are to be measured, a number 
of objectives were delineated. The primary objective of the present study is to 
measure the perception of Indian and Iranian audience on TV advertising as they are 
exposed to it through various mass media vehicles. More specifically the researcher 
has come out with the following objectives with regard to the various facets of 
advertising. 
1. To study the viewer's reaction towards TV commercials. 
2. To measure the perception of the viewers in terms of five adjectives i.e. 
amusing, irritating, appearing, convincing and informative. 
3. To find out why some commercials are like and some disliked by the 
consumers. 
4. To study how and in what way these commercials are received and 
perceived by the audience. 
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5. To study the perception of TV commercials in terms of male and female 
respondents from both the countries i.e. India and Iran and to find out any 
statistically significant differences on five adjectives 
6. To make overall compression on the perception of Indian and Iranian 
viewers on each of the five adjectives 
3.3. HYPOTHESES OF THE STUDY 
In order to accomplish the above stated objectives the researcher has formulated 
certain hypothesis. As the purpose of this study is to measure the perception of Indian 
and Iranian viewers on five adjectives, the researcher thought in appropriate to 
compare the perception on those adjectives, which have positive correlation with 
those of negative correlations. Therefore, the following hypotheses have been 
formulated. 
Ho, 
Commercials, which are perceived high on exciting, appealing, and amusing 
adjectives, will perceived low on irritating adjective (F value). 
H02 
Commercials, which are perceived high on informative adjective, will also 
perceived high on exciting, appealing and amusing adjectives (F value). 
H03 
Commercials, which are perceived high on exciting adjective, will also 
perceived high on appealing and amusing adjectives (F value). 
H04 
Commercials, which are perceived high on informative adjective, will perceived 
low on irritating adjective (T value). 
H05 
There is no gender difference in the perception of TV commercials by Indian 
viewers on informative. 
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3.4. DEVELOPMENT OF THE RESEARCH INSTRUMENT 
. In order to accomplish the stated objectives of the study and the research hypotheses 
there was a need for a research instrument, which can measure the perception of 
viewers towards TV commercials. The researcher had surveyed various studies in this 
area and found one research instrument most suitable for the purpose of the present 
study, which was developed by Khan and Khan (2002). In their study they have also 
measure the perception of viewers towards TV commercials. Khan and Khan (2002) 
have described the procedure they adopted for developing the perception in the 
following 
To encompass the perception, a comprehensive literature search was carried out. This 
review examined the viewpoints of those who view TV commercials as well as of 
those who like or dislike these commercials. On the basis of this review of literature, 
a detailed list of different facets TV commercials was videotaped was prepared. 
3,41. Scaling of Items 
As this instrument was developed and tested and further documented by Khan and 
Khan (2002) it was thought to use the same instrument in its exact form. Khan and 
Khan (2002) thought, at this stage, that the items of this scale should not only 
measure the perception of viewers towards TV commercials but also the intensity of 
their directions in commercials should be measured. Therefore, a simple dichotomous 
scale of attitude measurement was not considered to be useful for providing the 
pertinent information. After considering different types of attitude scales, their choice 
was narrowed down to Likert type scale because of its versatility, ease of 
construction, ease of administration and the ability to simultaneously measure the 
intensity and direction of attitudes. 
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Researcher also have preferred the direct self-report measurement techniques i.e. 
Likert scale, because it is assumed that the direct scales are superior to the indirect 
scales in terms of reliability and validity (Lemon, 1973; Petty & Cacioppo, 1981; 
Stevens, 1966). The use of Likert type scale also allows inclusion of large number of 
diverse statements believed to be necessary to comprehensively measure all types of 
constructs. 
As a result, it has been considered that the Likert scale is the most popular form of 
attitude scales (Edwards & Kenny, 1946; Petty & Cacioppo, 1981; Schiffman & 
Kanuk, 2002). In this study a five-adjectives of reaction "Informative", "Exciting", 
"Appealing", "Amusing" and "Irritating" was used, to measure the perception of 
viewers towards TV commercials. 
Table 3.1. The Breakdown 
Commercials 
of Each Statement With Respect to Different TV 
Very much 
informative 
(5) 
Very much 
exciting (5) 
Very much 
appealing 
(5) 
Very much 
amiusing 
(5) 
Very much 
irritating 
Informative 
(4) 
Exciting 
(4) 
Appealing 
(4) 
Amusing 
(4) 
Irritating 
(4) 
Neither informative 
nor uninformative 
(3) 
Neither Exciting 
nor unexciting 
(3) 
Neither Appealing 
nor not appealing 
(3) 
Neither Amusing 
nor not amusing 
(3) 
Neither Irritating 
Nor not irritating 
(3) 
Not informative 
(2) 
Not 
Exciting 
(2) 
Not appealing 
(2) 
Not 
Amusing 
(2) 
Not 
Irritating 
(2) 
Not at all 
informative 
(1) 
Not at all 
exciting 
(1) 
Not at all 
appealing 
(1) 
Not at all 
amusing 
(1) 
Not at all 
irritating 
(1) 
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3.5. SAMPLING PROCESS 
After the questionnaire was developed, the next research dimension was to administer 
it to a representative sample of the population from both the countries i.e. India and 
Iran. In order to measure the perceptions of viewers towards TV commercials with 
respect to feeling and information content, all Indian commercials appearing between 
September 20 to October 30, 2003 were videotaped. In all 870 Indian commercials 
were recorded from different channels and 650 Iranian commercials were recorded 
during January 15 to 20 February, 2004 to form the database for this study. In order to 
avoid the duplication, of all those commercials, which were recorded more than once, 
are removed and only on commercial of a particular brand was kept. This resulted in 
235 Indian commercials and 200 Iranian commercials. The channels from which 
Indian commercials were recorded were, 1. Doordarshan. 2. Aaj Tak, 3. Sony, 4. Star 
Plus, 5. Star Movie, 6. Star Max and the channels from which Iranian commercials 
were recorded were, I. Channel I, 2. Channel II, 3. Channel III, 4. Channel IV, 5. 
Tehran TV, 6. IRINN. According to Article 175 of the Iranian constitution, private 
broadcasting is forbidden. Prior to the Islamic Revolution, IRIB was known as the 
National Iranian Radio and Television, or NIRT. Finally, the researcher decided to 
slelect 4o Indian and 40 Iranian commercials as it was very unconvenice for her 
respondents to view large quantity of commercials . 
All these commercials were grouped under the following product categories: 
Textiles and Garments 
Cosmetics and personal care products 
Medicinal and health care products 
Foods/snacks and soft drinks 
Toothpaste etc. Toiletries 
Consumer durables 
3.51. Sample Selection Procedure 
3.51. a. Indian sample 
As stated earlier, the main objective of the present study was to measure the 
perception of viewers towards TV commercials from both the countries. The sample 
selection procedure for Indian population will be discussed. Two cities, Aligarh and 
Delhi were selected for choosing the sample elements. 
These two cities were selected on the judgment of the researcher. Aligarh is a 
medium sized city of India with a population of around 10 lacks. Mostly people living 
in Aligarh are from the state of Uttar Pradesh, the largest state of India in terms of 
population. Aligarh was chosen because the researcher is living here for doing her 
PhD and it was relatively easy to obtain the relevant data from here. Initially it was 
decided to select 500 male and female respondents from Aligarh.Using simple 
random sampling was difficuh because of lack of perfect sampling frame, the 
researcher decided to use systematic random sampling for choosing the sample. 
Finally "telephone directory" was chosen as the sampling frame for this purpose. 
Excluding the government offices telephone numbers remaining telephone numbers 
were considered as our population for Aligarh city. From these remaining telephone 
numbers, after selecting the sampling interval, 400 sample elements were selected, 
which included both men and women. After selecting 400 telephone numbers, the 
researcher contacted the respondents on telephone and requested them to accept the 
invitation for visiting the place where all 40 commercials will being show and ask 
them for cooperation to provide the information on their perception towards those TV 
commercials and filled the questionnaire. After all the efforts by researcher 350 
respondents gave their consent. After ascertaining their addresses researcher 
personally send invitation in their places and invite them to come and see 4o 
commercials and give their comments on each commercials. The researcher for each 
sitting invites 50 people in which she could be able to explain them the purpose of the 
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study and what they are suppose to do. At this stage the researcher was able to get the 
responses of 158 respondents who filled up the questionnaire from Aligarh city. 
The second city from India chosen for measuring the perception is Delhi. Delhi has 
been selected because of two main reasons. Firstly it is one of the largest cities of 
India with a population of more than 10 Million. Secondly, being capital of India, 
Delhi is both metropolitan and cosmopolitan in nature. People from most parts of 
India live in Delhi and they have their regional, linguistic and religious 
characteristics. Therefore, it was thought proper to select a part of Indian sample from 
Delhi. Another reason, which had gone in favor of Delhi, was the proximity to 
Aligarh. Delhi is around 140 Km from Aligarh and going to and coming back from 
Delhi to Aligarh was not very difficult for the researcher. For selecting the sample 
from Delhi, again Delhi's telephone directory was used as sampling frame. As the 
telephone directory contained large number of telephone owners, a bigger sampling 
fraction was used for systematic random sampling. Initially for Delhi it was again 
decided to select 1000 male and female respondents but around 425 telephone 
numbers were contacted and being requested for visiting and giving their responses 
on their perception of viewing 40 commercials. They were explained about the 
significance of the study and were requested to give appointment to the researcher for 
providing their responses. In Delhi considerable number of telephone owners showed 
their inability to give appointment to the researcher on account of their busy schedule. 
Out of the 425-contacted person only 278 could give their consent. In selecting the 
sample elements from Delhi, researcher has gone through lots of difficulties as Delhi 
is a large city and respondents were not ready to corporate so easy, at last 164 
respondents filled up the perceptual questionnaire from Delhi.. 
T • >^5\ 
55 
3.51. b. Iranian sample 
As the present study attempts to measure the perception of viewers belonging to two 
countries i.e. India and Iran, the second sample had to be selected from Iran. For this 
purpose the researcher has drawn the samples from Iran. The researcher keeping the 
viability as well as easy approachability decided to draw samples from two Iranian 
cities i.e. Tehran and Qum. Tehran being the capital city of Iran as well as the 
researcher also hails from Tehran itself and having close as well as personal contacts 
with people residing there. Qum was chosen because it is only 120 Km from Tehran 
hence it was relatively easy to administer the questionnaire among the Iranian 
residing. In order to select the sample that researcher again needed telephone 
directories of Tehran and Qum as sampling frames as she did for selecting Indian 
samples. From Tehran, researcher randomly selected 1000 telephone numbers and 
could succeed in contacting 550 respondents, 204 agreed to cooperate, and only 154 
respondents visited the place where the TV commercials were to be screened thus 
they also filled up the questionnaire. The researcher for each sitting again invites 50 
people in which she could be able to explain them the purpose of the study and what 
they are suppose to do . Similarly the researcher selected 500 telephone numbers and 
contacted 320 respondents from Qum, 189 agreed and finally 145 respondents agreed 
and gave appointment to visit and fill up the perceptual questionnaire & so researcher 
succeeded in collecting the required information from 120 respondents hailing from 
Qum. Thus the researcher succeeded in drav/ing a total sample of 596 respondents 
represent! .g Indian and Iranian population. The break up of the total Indian sample is 
322 including male and female respondents and the total Iranian sample comprises 
299 representing male & female respondents. 
The breakup of the respondents from the four cities is given in the following table. 
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Table 3.2. 
Sample 
India 
Iran 
Total 
Breakup of Sam 
City 
Aligarh 
Delhi 
Tehran 
Qum 
pie Respondents From Four Cities 
Selected 
500 
1000 
1000 
500 
3000 
Contacted 
400 
425 
550 
320 
1695 
Agreed 
350 
278 
204 
189 
1021 
Final 
Response 
158 
164 
154 
145 
621 
3.6. DATA ANALYSIS PROCEDURE 
For the present study, the data has been generated from the commercials that were 
telecast on various TV channels. After grouping these commercials into different 
product categories, 40 commercials were picked up randomly and they were taken off 
from the database by recording them separately on a random basis. No two 
commercials from the same product category were recorded sequentially. 
In order to measure the perceptions of TV viewers the entire list of 40 commercials 
with brand names is prepared and the respondents were shown these on a video in 
home settings. These commercials were placed randomly in the questionnaire. After 
viewing the commercials the respondents were asked to rate each commercial on a 
five point rating scale for each of the five adjectives i.e. amusing, irritating, 
appealing, convincing and informafive. The respondents were explained how they 
should rate each commercial on each adjective. For example, 1 stood for "extremely"'. 
2 for "very", 3 for "some what", 4 for "not very", and 5 for "not at all" for that 
adjective. This means if a respondent rates a particular commercials on amusine 2. 
irritating 4, appealing 1, convincing 2, and informative 3, it means that particular 
commercial has been considered by that respondent as "very amusing", "not at all 
irritating", "extremely appealing", "very convincing" and "some what informative". 
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Next the scores of each respondent were added up and a mean score of each 
respondent was calculated for each adjective for that commercial. The mean score for 
each commercials for each adjective was also calculated in terms of male & female 
respondents. In total 122 respondents were given their rating for the commercials they 
have seen. After the data collection, the researcher has done tabulation. The 
tabulation has been done on the basis of male and female respondent's percepfion in 
terms of five adjectives mentioned earlier. This has been done first in case of Indian 
and then Iran. The perceptual differences on "informative", "exciting", "appealing", 
"amusing", "irritating'" adjectives were compared on gender differences. The 
researcher used both parametric and non-parametric tests to find out significant 
differences, if any. among the male and female respondents of both the countries. On 
the basis of this analysis the hypothesis formed were tested and wherever we found 
significant differences on any adjective perception with respect to any commercials, 
the null hypothesis was rejected and in case of no significant difference was found, 
the respective null hypothesis was accepted. This has been done for all the 
commercials from India and Iran and for all the five adjectives. Further, the 
researcher also carried out the ranking of top ten commercials for five adjectives both 
for male and female respondents of India and Iran. The researcher also tried to 
inteipret these differences. 
3.7. LIMITATIONS OF THE STUDY 
No research study is perfect in all respects as far as the sound methodology is 
concerned. The present research is also not an exception. As this research involves 
two countries, there were number of problems encountered by the researcher in 
conducting the research. The researcher, tried to remove some of the limitations of 
study by attempting to select representative samples from both the countries, yet there 
may be some limitations. As it was mentioned before the researcher has searched for 
the relevant literature of TV commercials in the Indian as well as Iranian context. 
However very little literature was available in the journals for Indian viewers and 
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almost no literature was available for Iranian viewers on advertising. In fact the 
researcher did not find any serious research work for this type of study on TV 
advertising. In a way, the present research work is a maiden attempt as far as Iranian 
advertising and attitudes and perception of Iranian people towards TV advertising is 
concerned. 
The researcher for the accomplishment of the present work also faced various 
constraints and limitations such as paucity of time and money, non-accessibility of 
specific population segments, non-availability of perfect sampling frame and also no 
direct references were available for this type of study in India and Iran. However, 
survey of literature revealed certain studies that have been conducted abroad on the 
perception of viewers towards TV advertising. These constraints restricted or limited 
her in data collection from two cities of India and Iran. In India the researcher faced 
the language problem, being an Iranian she faced difficulty in explaining the 
meanings of the various statements to those respondents who were not well versed 
with English. Here the researcher took the help of local friends who were proficient in 
Hindi. They explained to the respondents in easy language. Moreover, the researcher 
had to limit the sample for the study on account of the non willingness of the 
respondents .The researcher tried to contact the subjects on phone for the 
administration of the schedule, some very frankly said no, while the others told her 
that they are busy and have no time to help her, however, the researcher thus could 
collect the required data only from those respondents who graciously agreed to 
cooperate with her. In spite of these constraints and limitations the researcher is quite 
hopeful that the present investigations /study will certainly serve the needs of the 
academic community as well as of business organizations and advertising 
practitioners in the field. 
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CHAPTER- IV 
ANALYSIS AND INTERPRETATIONS OF DATA 
4.1. INTRODUCTION 
In this chapter the perception of Indian and Iranian viewers towards T.V. 
commercials is analyzed, interpreted and presented separately on the basis of their 
respective mean scores and ranked them as expressed by Indian and Iranian male 
and female respondents. 
The first part of the study presents rating in terms of mean scores of all 
commercials pertaining to five adjectives as observed by Indian and Iranian 
respondents on the basis of their perception. The second part deals with the 
perception of Indian and Iranian male and female viewers towards TV 
commercials on five adjectives and whether they fall in any one of the four 
categories of "very high", "high", '"average" and "low". The third section deals 
with the overall perception of all Indian and Iranian viewers towards these 
commercials again in terms of four categories on five adjectives. Fourth part is the 
comparison the perception of the Indian and Iranian viewers on five adjectives. 
Last part deals with ranking of top ten Indian and Iranian commercials on five 
adjectives. 
4.2. PATTERN OF ANALYSIS 
1 he following pattern has been adopted for analyzing and interpreting the data for 
Indian and Iranian respondents respectivel}. 
I. Overall Rating of TV Commercials on Five Adjectives 
rhe purpose is to rate all the TV commercials included in the study in aggregate 
terms on all the live adjectives. Only the mean scores for all the adjectives for 
each commercial are shown in these Tables. However, for the purpose of deeper 
insight, the scores for each adjective were grouped into four categories. 
1 (a) Overall rating of Indian TV commercials 
i) Overall rating of Indian commercials on e.xciting, appealing, and 
amusing adjectives against irritating adjective 
ii) Overall rating of Indian commercials on informative adjective 
against exciting, appealing, and amusing adjectives 
iii) Overall rating of Indian commercials on exciting adjective 
against appealing, and amusing adjectives 
iv) Overall rating of Indian commercials on informative adjective 
against irritating adjective 
I ( b) Overall rating of Iranian TV commercials 
v) Overall rating of Iranian commercials on exciting, appealing, and 
amusing adjectives against irritating adjective 
vi) Overall rating of Iranian commercials on informative adjective 
against exciting, appealing, and amusing adjectives 
vii) Overall rating of Iranian commercials on exciting adjective against 
appealing, and amusing adjectives 
viii) Overall rating of Iranian commercials on informative adjective 
against irritating adjective 
II. Gender wise Analysis of Commercials on Each Adjective 
a) Indian commercials analysis 
i) Perception of Indian viewers on "Informative" adjective 
ii) Perception of Indian viewers on "Exciting'' adjective 
iii) Perception of Indian viewers on "Appealing" adjective 
iv) Perception of Indian viewers on "Amusing" adjective 
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v) Perception of Indian viewers on "irritating" adjective 
b) Iranian commercials analysis 
vi) Perception of Iranian viewers on "Informative" adjective 
vii) Perception of Iranian viewers on ''Exciting" adjective 
viii) Perception of Iranian viewers on "'Appealing" adjective 
ix) Perception of Iranian viewers on ""Amusing" adjective 
x) Perception of Iranian viewers on ""Irritating" adjective 
III. Categorization of Commercials on High to Low Perception on Each 
Adjective 
a) Categorization of Indian commercials 
b) Categorization of Iranian commercials 
IV. Comparison of Commercials in Terms of Indian and Iranian on Each 
Adjective 
a) Comparison of Indian and Iranian viewers" perception on informative 
adjective 
b) Comparison of Indian and Iranian viewers" perception on exciting 
adjective 
c) Comparison of Indian and Iranian viewers" perception on appealing 
adjective 
d) Comparison of Indian and Iranian viewers perception on amusing 
adjective 
e) Comparison of Indian and Iranian viewers" perception on irritating 
V. Gender wise ranking of top ten TV commercials on five adjectives: 
a) Indian commercials 
i) Ranking of top ten Indian commercials on informative adjective 
ii) Ranking of top ten Indian commercials on exciting adjective 
iii) Ranking of top ten Indian commercials on appealing adjective 
iv) Ranking of top ten Indian commercials on amusing adjective 
v) Ranking of top ten Indian commercials on irritating adjective 
a) Iranian commercials 
i) Ranking of top ten Iranian commercials on informative adjective 
ii) Ranking of top ten Iranian commercials on exciting adjective 
iii) Ranking of top ten Iranian commercials on appealing adjective 
iv) Ranking of top ten Iranian commercials on amusing adjective 
v) Ranking of top ten Iranian commercials on irritating adjective 
4.3. OVERALL RATING OF TV COMMERCULS ON FIVE 
ADJECTIVES 
The purpose of this analysis is to find out the relative perception of Indian viewers 
on these five adjectives. In these Tables researcher tried to find out the positive 
and negative correlation of Indian and Iranian TV commercials on five adjectives. 
The hypotheses framed were: 
HOi: 
Those commercials, which are rated or perceived high on exciting, appealing, and 
amusing adjectives, will perceived low on irritating adjective (F| value). 
H02: 
Those commercials, which are perceived high on informative adjective, will also 
perceived high on exciting, appealing and amusing adjectives (F2 value). 
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H03: 
Those commercials, which are perceived high on exciting adjective, will also 
perceived high on appealing and amusing adjectives (F3 value). 
H04: 
Those commercials, which are perceived high, on informative adjective, will 
perceived low on irritating adjective (T value). 
In order to test the above hypotheses the researcher applied one-way analysis of 
variance for the first three hypotheses (H|, H2 and H3) as there were more than 
two groups had to be compared for significant differences, if any. For hypothesis 
H4 the researcher applied "t" test as the comparison had to be made between two 
groups" means. The results are shown in Tables 1.1 to 1.8 
4.31. Overall Rating of Indian Commercials 
The researcher analyzed Indian commercials to measure the perception of 
viewers. The results are shown in Tables 4.1 to 4.4. Table 4.1 shows the F| values 
on Indian commercials on exciting, appealing and amusing against irritating. This 
Table shows the significant differences among all the commercials. That means 
there is a negative correlation between the set of three adjectives i.e. exciting, 
appealing, amusing on one side and irritating adjective on the other side. In many 
cases the F values found to be very high. For example commercials 1, 2, 8. 13. 15, 
17, 18, 19. 20, 21. 22, 23, 25, 26. 27. 28, 29, 31. 32. 34. 36. 39 and 40 have shown 
high to very high F values. If we further peruse the Table we find that those 
commercials, which were perceived low on irritation adjective, were rated from 
high to very high on the three adjectives i.e. exciting, appealing and amusing .In 
this category we may include commercials 8.15,18.20.21.25.27,31 and 34. All 
these commercials were perceived low on irritation but their score on other three 
adjectives were from high to very high. We may take example of commercials 
number 15 (Coca-Cola) which was rated very low (mean score2) by the 
respondents but the same has been rated very high on exciting (4.32), appealing 
(4.06) and amusing (4.04). This shows that our hypothesis H| has been proved. 
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Table 4.1. Overall Rating of Indian Commercials on Exciting, Appealing, 
and Amusing Adjectives Against Irritating Adjective 
NO 
1 
2 
i ^ 
! • * 
1 5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
COMMERCIALS 
Avon (Cycle) 
502 (Tea Leaves) 
Oral-B (Tooth brush) 
Kotak Child Advantage (Insurance) 
Lakme (Cream) 
Accent Viva (Car) 
Pentium-4 (Digital Education) 
Cool-Cool (Hair Oil) 
Bonanza (Insurance) 
Ariel (Washing Powder) 
New Wrap (Burger) 
Cheverontexaco (Oil Production) 
Utsav (Paint) 
Ring Guard (Ointment) 
Coca-Cola (Cold Drink) 
Fair & lovely (Cream) 
Clinic Plus (Shampoo) 
Add(Pen) 
Synergy (Shoes) 
Disprin (Drug) 
LG (TV) 
Alpenliebe (Toffee) 
Tractor (Paint) 
Breeze (Soap) 
Airtel (Phone Service) 
Nerolac (Paint) 
Kodak Max (Film) 
Parachute (Hair Oil) 
L'Oreal (Hair Color) 
Samsung (Mobile Set) 
Kit Kat (Chocolate) 
All-out (Mosquito Killer) 
ICICI (Bank Service) 
Sundae (Ice Cream) 
Rin (Washing Soap) 
Nokia (Mobile) 
Pepsodent (Tooth Paste) 
Imli (Sauce) 
Lux (soap) 
Toyota Qualis (Car) 
EXC 
3 14 
2 6 
3 37 
2 78 
2 9 
3 54 
2 88 
3 48 
2 99 
281 
3 06 
2 88 
2 62 
2 75 
4 32 
2 39 
2 96 
3 62 
2 84 
4 12 
2 69 
3 23 
2 33 
2 85 
2 73 
2 64 
3 07 
4 04 
2 69 
3 23 
4 18 
36 
3 39 
2 76 
24 
3 52 
4 14 
4PP 
271 
2 53 
2 48 
3 03 
32 
2 79 
3 37 
2 63 
3 
2 86 
2 54 
3 83 
1 68 
2 59 
4 06 
2 68 
3 08 
3 66 
3 ii 
2 08 
413 
2 98 
3 46 
2 28 
381 
3 57 
3 11 
2 39 
4 18 
3 17 
2 33 
2 74 
3 59 
2 98 
2 85 
J J1 
3 23 
2 55 
2 37 
2 55 
AMU 
2 77 
2 43 
3 04 
2 52 
3 27 
2 75 
3 05 
3 95 
3.05 
2 58 
3 67 
2 62 
2 57 
3 53 
4 04 
241 
2 89 
1 86 
J 3 j 
3 56 
J 1J 
28) 
2 39 
3 56 
2 89 
4 09 
2 19 
2 35 
2 83 
4 26 
271 
3 3 
3 75 
3 06 
3 19 
2 69 
3 02 
2 75 
3 6 
IRR 
4 05 
4 04 
2 67 
3 18 
2 68 
3 07 
2 7 
2 78 
2 45 
3 24 
3 33 
2 74 
3 11 
"I 1 -1 
2 
2 77 
3 5 
2 36 
3 54 
2 11 
2 82 
2 46 
3 08 
301 
231 
3 45 
271 
4 09 
3 45 
2 44 
3 04 
4 19 
2 66 
2 38 
3 03 
2 35 
231 
2 53 
341 
3 04 
F, 
32 70 
48 53 
15 80 
7 46 
8 76 
13 50 
6 95 
42 55 
6 43 
7 09 
22 17 
27 84 
35 31 
20 94 
187 50 
11 85 
36 51 
46 51 
49 35 
95 60 
60 06 
31 38 
54 65 
16 00 
64 80 
63 28 
48 35 
123 49 
11036 
11 68 
120 65 
97 05 
16 88 
92 33 
15 28 
33 69 
24 90 
11 43 
38 81 
69 85 
66 
Table 4.2. Overall Rating of Indian Commercials on Informative Adjective 
Against Exciting, Appealing, and Amusing Adjectives 
NO 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
COMMERCIALS 
A\on (Cycle) 
502 (Tea Lea\es) 
Oral-B (Tooth brush) 
Kotak Child Advantage (Insurance) 
Lakme (Cream) 
Accent Viva (Car) 
Pentiuni-4 (Digital Education) 
Cool-Cool (Hair Oil) 
Bonanza (Insurance) 
Ariel (Washing Powder) 
New Wrap (Burger) 
Cheverontexaco (Oil Production) 
Utsav (Paint) 
Ring Guard (Ointment) 
Coca-Cola (Cold Drink) 
Fair & lovely (Cream) 
Clinic Plus (Shampoo) 
Add (Pen) 
Synergy (Shoes) 
Disprin (Drug) 
LG (TV) 
Alpenliebe (Toffee) 
Tractor (Paint) 
Breeze (Soap) 
Airtel (Phone Service) 
Neroiac (Paint) 
Kodak Max (Film) 
Parachute (Hair Oil) 
L'Oreal (Hair Color) 
Samsung (Mobile Set) 
Kit Kat (Chocolate) 
All-out (Mosquito Killer) 
ICICI (Bank Service) 
Sundae (Ice Cream) 
Rin (Washing Soap) 
Nokia (Mobile) 
Pepsodcnt (Tooth Paste) 
Imli (Sauce) 
Lux (soap) 
Toyota Qualis (Car) 
INF 
241 
2 43 
2 93 
4 15 
2 63 
3 08 
3 13 
2 53 
4 09 
2 45 
2 49 
401 
2 73 
2 55 
3 23 
2 93 
2 52 
2 18 
2 82 
3 54 
3 3 
2 19 
2 1 
2 15 
4 06 
2 95 
2 32 
1 94 
2 45 
3 84 
2 09 
3 12 
431 
1 98 
2 85 
3 43 
3 03 
1 99 
2 36 
3 73 
E \ C 
3 14 
26 
3 37 
2 78 
2 9 
3 54 
2 88 
3 48 
2 99 
281 
3 06 
2 88 
2 62 
2 75 
4 12 
J 2 J 
2 39 
3 37 
2 96 
3 62 
2 84 
J 5 j 
4 12 
2 69 
2 33 
2 85 
2 73 
2 64 
3 07 
4 04 
2 69 
J ZJ 
4 18 
36 
3 39 
2 76 
24 
3 52 
4 14 
APP 
271 
2 53 
2 48 
3 03 
32 
2 79 
3 37 
2 63 
3 
2 86 
2 54 
3 83 
1 68 
2 59 
4 06 
2 68 
3 08 
3 66 
3 11 
2 08 
4 13 
2 98 
3 46 
2 28 
^ 81 
3 57 
3 11 
2 39 
4 18 
3 17 
2 33 
2 74 
3 39 
2 98 
2 85 
331 
3 23 
2 55 
2 37 
2 55 
AMU 
2 77 
2 43 
3 04 
2 52 
3 27 
2 75 
3 05 
3 95 
3 05 
2 58 
3 67 
2 62 
2 57 
3 53 
4 04 
3 3 
241 
2 89 
1 86 
3 33 
3 56 
3 13 
281 
2 39 
3 56 
2 89 
4 09 
2 19 
2 35 
2 83 
4 26 
271 
33 
3 75 
3 06 
3 19 
2 69 
3 02 
2 75 
3 6 
F2 
7 37 
0 55 
13 30 
48 11 
9 97 
16 76 
381 
57 20 
27 26 
3 13 
26 25 
49 13 
24 51 
21 73 
31 47 
9 55 
12 22 
58 66 
40 35 
59 85 
45 81 
48 16 
141 70 
7 90 
18 49 
42 58 
67 99 
18 33 
100 18 
22 30 
180 32 
6 90 
42 63 
143 45 
19 62 
1 73 
10 33 
30 91 
40 20 
84 61 
67 
Table 4.3 
Against A 
^o 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
. Overall Rating of Indian Commercials 
ppealing, and Amusing Adjectives 
COMMERCIALS 
Avon (Cycle) 
502 (Tea Leaves) 
Oral-B (Footh brush) 
Kotak Chdd Advantage (Insurance) 
Lakme (Cream) 
Accent Viva (Car) 
Pentiuni-4 (Digital Education) 
Cool-Cool (Hair Oil) 
Bonanza (Insurance) 
Ariel (Washing Powder) 
New Wrap (Burger) 
Cheverontexaco (Oil Production) 
Utsav (Paint) 
Ring Guard (Ointment) 
Coca-Cola (Cold Drink) 
Fair & lovely (Cream) 
Clinic Plus (Shampoo) 
Add(Pen) 
Synergy (Shoes) 
Disprin (Drug) 
LG (TV) 
Alpenliebe (Toffee) 
Tractor (Paint) 
Breeze (Soap) 
Airtel (Phone Service) 
Nerolac (Paint) 
Kodak Ma\ (Film) 
Parachute (Hair Oil) 
L'Oreal (Hair Color) 
Samsung (Mobile Set) 
Kit Kat (Chocolate) 
All out (Mosquito Killer) 
ICICI (Bank Service) 
Sundae (Ice Cream) 
Rin (Washing Soap) 
Nokia (Mobile) 
Pepsodent (Tooth Paste) 
Imli (Sauce) 
Lux (soap) 
1 oyota Quails (Car) 
E \ C 
3 14 
26 
3 .^7 
2 78 
29 
"o4 
2 88 
^48 
2 99 
281 
3 06 
2 88 
2 62 
2 75 
4 32 
3 23 
2 39 
J J / 
2 96 
3 62 
2 84 
3 53 
4 12 
2 69 
3 23 
2 33 
2 85 
2 73 
2 64 
3 07 
4 04 
2 69 
3 23 
4 18 
3 6 
3 39 
2 76 
24 
3 52 
4 14 
on Ex 
APP 
271 
2 53 
2 48 
3 03 
32 
2 79 
3 37 
2 63 
3 
2 86 
2 54 
1 0'> 
J 5^ 
1 68 
2 59 
4 06 
2 68 
3 08 
3 66 
3 11 
2 08 
4 13 
2 98 
3 46 
2 28 
3 81 
3 57 
3 11 
2 39 
4 18 
3 17 
2 33 
2 74 
3 59 
2 98 
2 85 
3 31 
3 23 
2 55 
2 37 
2 55 
citing / 
AMU 
2 77 
2 43 
3 04 
2 52 
3 27 
2 75 
3 05 
3 95 
3 05 
2 58 
3 67 
2 62 
2 57 
3 53 
4 04 
3 3 
241 
2 89 
1 86 
3 33 
3 56 
3 13 
281 
2 39 
3 56 
2 89 
4 09 
2 19 
2 35 
2 83 
4 26 
271 
3 3 
3 75 
3 06 
3 19 
2 69 
3 02 
2 75 
3 6 
^djectiv 
F3 
4 35 
0 56 
22 10 
541 
5 06 
22 43 
5 84 
57 55 
0 08 
1 83 
28 91 
37 86 
31 02 
27 04 
4 14 
14 73 
17 66 
21 23 
49 11 
105 22 
66 23 
12 62 
90 51 
6 90 
11 98 
68 82 
53 20 
11 72 
132 68 
321 
156 98 
0 11 
5 67 
56 74 
21 34 
1 44 
14 44 
16 82 
44 91 
11236 
68 
Table 4.4. Overall Rating of Indian Commercials on Informative Adjective 
Against Irritating Adjective 
NO 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
COMMERCIALS 
Avon (Cycle) 
502 (Tea Leaves) 
Oral-B (Tooth brush) 
Kotak Child Advantage (Insurance) 
Laknie (Cream) 
Accent Viva (Car) 
Pentiuni-4 (Digital Education) 
Cool-Cool (Hair Oil) 
Bonanza (Insurance) 
Ariel (Washing Powder) 
New Wrap (Burger) 
Cheverontexaco (Oil Production) 
Utsav (Paint) 
Ring Guard (Ointment) 
Coca-Cola (Cold Drink) 
Fair & lovely (Cream) 
Clinic Plus (Shampoo) 
Add(Pen) 
Synergy (Shoes) 
Disprin (Drug) 
LG (TV) 
Alpenliebe (Toffee) 
Tractor (Paint) 
Breeze (Soap) 
Airtel (Phone Service) 
Nerolac (Paint) 
Kodak Max (Film) 
Parachute (Hair Oil) 
L'Oreal (Hair Color) 
Samsung (Mobile Set) 
Kit Kat (Chocolate) 
All-out (Mosquito Killer) 
ICICI (Bank Service) 
Sundae (Ice Cream) 
Rin (Washing Soap) 
Nokia (Mobile) 
Pepsodent (Tooth Paste) 
Inili (Sauce) 
Lux (soap) 
Toyota Quails (Car) | 
INF 
2.41 
2.43 
2.93 
4.15 
2.63 
3.08 
J . 1J 
2.53 
4.09 
2.45 
2.49 
4.01 
2.73 
2.55 
3.23 
2.93 
2.52 
2.18 
2.82 
3.54 
3.3 
2.19 
2.1 
2.15 
4.06 
2.95 
2.32 
1.94 
2.45 
3.84 
2.09 
3.12 
4.31 
1.98 
2.85 
3.43 
3.03 
1.99 
2.36 
3.73 
IRR 
4.05 
4.04 
2.67 
3.18 
2.68 
3.07 
2.7 
2.78 
2.45 
3.24 
3.33 
2.74 
3.11 
3.13 
2 
2.77 
3.5 
2.36 
3.54 
2.11 
2.82 
2.46 
3.08 
3.01 
2.31 
3.45 
2.71 
4.09 
3.45 
2.44 
3.04 
4.19 
2.66 
2.38 
3.03 
2.35 
2.31 
2.53 
3.41 
3.04 
T 
11.40 
n .43 
1.63 
7.74 
0.33 
0.07 
2.70 
1.70 
12.78 
6.08 
5.81 
9.47 
2.43 
4.56 
9.23 
l.ll 
8.18 
1.54 
5.67 
9.33 
4.07 
2.39 
7.55 
7.26 
16.38 
4.75 
3.06 
21.63 
9.78 
12.51 
8.56 
10.25 
11.61 
3.30 
1.73 
10.19 
6.82 
4.95 
8.73 
5.85 
69 
The second hypothesis (Table 4.2) in this regard was those commercials, which 
have been rated high on informative adjective show also be rated high on other 
three adjectives i.e. exciting, appealing, amusing. To test this hypothesis we 
performed another analysis of variance as shown in the Table 4.2 as F2 By 
perusing Table 4.2 one can find a different picture. Except for three commercials 
i.e. 2. 10, 36 on all the remaining commercials FT values were found to be 
significant. Irrespective of whether the mean values on informative adjective are 
high or low, the mean values on remaining three adjectives do not follow any 
pattern. Even in case of high rating on informative adjective as we see in case of 
commercials 9, 12, 20, 25, 30, 33, 36, and 40, the rating on theses adjectives is not 
conforming differences in F2 values of all the above commercials. Therefore, we 
can say that there is no clear-cut relationship between scores on informative 
adjective on one hand and the exciting, appealing and amusing adjectives on the 
other hand. Therefore, we may conclude that our hypothesis i.e. those 
commercials which are rated high on informative adjectives will also be rated high 
on exciting, appealing, amusing adjectives has not proved in most the cases. 
The third hypothesis (Table 4.3) in this regard was regarding those commercials 
which were rated high on exciting adjective shown also be rated high on other two 
adjectives i.e. appealing and amusing. To test this hypothesis we performed 
another analysis of variance and corresponding F3 value are shown in Table 4.1 .As 
these three adjectives have positive dimensions of a commercials we assumed that 
there showed to be positive relationship as far as the rating of these commercials 
is concerned. By observing Table 4.3 again we found mixed results. Only on eight 
commercials, the F3 values were not significant. Whereas on the remaining 
commercials i.e. 32 the F3 values were found to be significant. Therefore, we 
cannot form any trend and consequents. We may not prove the H3 i.e. those 
commercials rated high on exciting adjectives may also rated high on appealing 
and amusing adjectives. 
The fourth hypothesis (Table 4.4) related with the rating of commercials on 
informative and irritating dimension. Hypothesis, II4 stated that those commercials 
which were rated high on informative should also be rated low on irritation. We 
70 
presumed negative relationship between these adjectives. In order to test this 
hypothesis we have performed t test to find significant differences if any, on these 
two adjectives. By observing the t values in Table 4.4 we see that 34 commercials 
have significant differences and only six commercials have insignificant 
differences. This indicates that in most of the cases there seems to be negative 
correlation between informative and irritating adjective. Interestingly all 
commercials which were rated high on informative adjective were rated low on 
irritating adjective. Those commercials, which are rated medium to low on 
informative adjective, were rated either high or medium on irritation. We may 
therefore accept our hypothesis and say that high informative commercials by and 
large are rated low on irritation. 
4.32. Overall Rating of Iranian Commercials 
The researcher performed similar analysis for Iranian commercials to measure the 
perception of viewers. The results are shown in Table 4.5 to 4.8. These Tables 
exhibit the rating of Iranian commercials on five adjectives i.e. "informative", 
'"exciting", "appealing"", "amusing"", "irritating"". 
Table 4.5 shows the rating of Iranian commercials on five adjectives. After 
perusing Table 4.5 one can find that F| values on all Iranian commercials were 
found to be significant. Only in one case i.e. commercial seven (Ardakan) there 
was insignificant difference. This shows that in 39 commercials there is a negative 
correlation between the set of three adjectives i.e. exciting, appealing, amusing on 
one side and irritating adjective on the other side. In many cases the F values 
found to be very high. For example commercials 1, 2. 4. 8, 9, 15, 16, 17, 18, 19, 
21, 22, 23. 24. 25, 26. 32, 33. 34,35, 36,37.38 and 39 have shown high to very 
high F values. In this category we may include some commercials which have 
score very high F values i.e.l, 8, 9, 17, 21, 22. 24, 32. 33, 34, 35, 36, 37 and 39. 
All these commercials were perceived low on irritation but their scores on other 
three adjectives were very high. 
Table 4.5. Overall Rating of Iranian Commercials on Exciting, Appealing, 
and Amusing Adjectives Against Irritating Adjective 
NO 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
i5 
34 
35 
36 
37 
38 
39 
40 
COMMERCIALS 
Azam Zadeh (Carpet) 
Gohar Kish (Shoes Perfumes) 
Daryan Dash t(Tomato puri) 
Sabah (Steel Mill) 
BIC (Perfumes) 
Behroi (Mayonise Sauce) 
Ardakaii (Material) 
Pole (Institute) 
Heza Daiieh (Tomato Puri) 
Keras (Cycle) 
Geelan (Shampoo) 
Iran Ghon (Locks) 
Florida (Washing Liquid) 
Ezogame Shargh (Max Phalt) 
Asia (Cosmetics) 
Aqiqe (Tile) 
95 (Tomato Puri) 
LG (TV) 
Panasonic (Camera) 
Pager (Cheep) 
Shaydan (Fish Cane) 
Pegah (Ice Cream) 
Caspain (Petrol Conditionner) 
Simorgh (Eggs) 
Negounsar (Mosquito Killer) 
Ashi Mashi (Cheese Ball) 
Echiplit (chipps) 
Sony (Camera) 
Madiran (Monitor) 
Paynian (Cookies) 
Nazeen (Tile) 
Gohar (Refrigerator Perfume) 
Tabarok (Food StufO 
MT(Gum) 
Tak (Pasta) 
Taj (Washing Powder) 
Shad Iran (Toys) 
Talash (Bike) 
Aleet (Non Sticking) 
Asan Bar (Suit Case) 
EXC 
2 72 
2 67 
2 56 
291 
1 64 
3 11 
2 53 
2 33 
2 92 
281 
2 68 
2 72 
301 
3 25 
2 57 
2 68 
2 57 
3 32 
35 
3 1 
2 47 
2 57 
1 9 
2 45 
2 4"^  
3 38 
2 48 
2 78 
2 96 
2 32 
2 68 
2 03 
2 07 
T ~) 
-) 
2 19 
2 36 
2 38 
2 09 
2 43 
^PP 
2 17 
2 58 
241 
29 
2 59 
3 19 
2 58 
2 29 
1 53 
241 
2 65 
3 02 
2 72 
291 
2 33 
2 65 
2 04 
2 97 
3 35 
2 73 
2 23 
2 12 
231 
3 33 
2 45 
2 11 
2 28 
2 87 
3 29 
2 2 
26 
2 06 
2 09 
1 63 
2 11 
1 97 
2 34 
2 45 
241 
35 
AMU 
2 14 
2 68 
231 
3 04 
1 83 
2 62 
2 46 
2 1 
2 47 
3 32 
2 46 
2 67 
2 36 
2 82 
261 
2 66 
1 87 
3 06 
3 34 
2 8 
2 09 
2 02 
2 67 
2 16 
2 35 
2 2 
2 37 
2 53 
2 87 
2 99 
2 48 
2 02 
1 95 
2 07 
2 06 
1 86 
2 57 
2 91 
2 28 
2 46 
IRR 
4 1 
3 45 
3 24 
2 64 
391 
3 06 
2 68 
3 89 
3 03 
3 03 
3 35 
4 16 
3 11 
3 28 
3 25 
4 
3 67 
2 15 
241 
2 67 
3 57 
3 45 
3 47 
4 04 
3 3 
3 19 
321 
3 26 
3 03 
3 02 
3 08 
4 0! 
3 94 
4 08 
3 77 
4 OH 
4 07 
3 76 
3 46 
3 24 
F, 
169 10 
30 34 
27 17 
50 10 
226 57 
1! 75 
1 56 
74 02 
87 87 
25 30 
32 56 
11856 
23 39 
10 76 
32 38 
123 78 
159 32 
42 70 
62 99 
6 14 
93 45 
99 19 
49 13 
142 16 
37 57 
71 82 
26 15 
14 86 
5 80 
39 78 
14 87 
138 07 
122 88 
208 67 
10440 
166 74 
85 09 
35 76 
64 57 
28 61 1 
72 
Table 4.6. Overall Rating of Iranian Commercials on Informative Adjective 
Against Exciting, Appealing, and Amusing Adjectives 
NO 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
U 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
53 
34 
35 
36 
37 
38 
39 
40 
COMMERCIALS 
Azam Zadeh (Carpet) 
Gohar Kish (Shoes Perfumes) 
Daryan Dash ((Tomato puri) 
Sabah (Steel Mill) 
BIC (Perfumes) 
Behroz (Mayonise Sauce) 
Ardakan (Material) 
Pole (Institute) 
Heza Daneh (Tomato Puri) 
Keras (Cycle) 
Geelan (Shampoo) 
Iran GhofI (Locks) 
Florida (Washing Liquid) 
Ezogame Shargh (Max Phalt) 
Asia (Cosmetics) 
Aqiqe (Tile) 
95 (Tomato Puri) 
LG (TV) 
Panasonic (Camera) 
Pager (Cheep) 
Shaydan (Fish Cane) 
Pegah (Ice Cream) 
Caspam (Petrol Conditionner) 
Simorgh (Eggs) 
Negounsar (Mosquito Killer) 
Ashi Mashi (Cheese Ball) 
Echipht (chipps) 
Sony (Camera) 
Madiran (Monitor) 
Payman (Cookies) 
Nazeen (Tile) 
Gohar (Refrigerator Perfume) 
Tabarok (Food Stuff) 
MT(Gum) 
Tak (Pasta) 
Taj (Washing Powder) 
Shad Iran (Toys) 
Talash (Bike) 
Aleet (Non Sticking) 
Asan Bar (Suit Case) 
INF 
1 88 
2 08 
2 07 
3 45 
2 13 
2 44 
2 34 
4 09 
2 05 
2 69 
1 93 
2 52 
2 85 
3 53 
2 16 
2 17 
1 89 
3 23 
2 93 
3 19 
193 
2 47 
2 28 
1 46 
2 16 
1 45 
2 38 
3 12 
3 
2 02 
1 97 
3 44 
2 12 
2 06 
1 93 
2 63 
2 23 
1 97 
1 85 
2 14 
EXC 
2 72 
2 67 
2 56 
291 
1 64 
3 11 
2 53 
2 33 
2 92 
281 
2 68 
2 72 
301 
3 25 
2 57 
2 68 
2 57 
3 32 
35 
3 1 
2 47 
2 57 
1 9 
2 45 
2 47 
-T -> O 
2 48 
2 78 
2 96 
2 32 
2 68 
2 03 
2 07 
22 
2 ' 
2 19 
2 36 
2 38 
2 09 
2 43 
APP 
2 17 
2 58 
241 
29 
2 59 
3 19 
2 58 
2 29 
1 53 
241 
2 65 
3 02 
2 72 
291 
2 33 
2 65 
2 04 
2 97 
" t o e 
J J 5 
2 73 
2 23 
2 12 
231 
3 33 
2 45 
2 1! 
2 28 
2 87 
3 29 
2 2 
2 6 
2 06 
2 09 
1 63 
2 11 
1 97 
2 34 
2 45 
241 
35 
AMU 
2 14 
2 68 
231 
3 04 
1 83 
2 62 
2 46 
2 1 
2 47 
3 32 
2 46 
2 67 
2 36 
2 82 
261 
2 66 
1 87 
3 06 
3 34 
2 8 
2 09 
2 02 
2 67 
2 16 
2 35 
2 2 
2 37 
2 33 
2 87 
2 99 
2 48 
2 02 
1 95 
2 07 
2 06 
1 86 
2 i7 
2 91 
2 28 
2 46 
Fz 
25 62 
1481 
7 53 
II 89 
39 33 
27 28 
1 74 
109 92 
67 66 
22 69 
24 64 
11 51 
1038 
22 56 
10 20 
16 66 
26 60 
3 93 
12 42 
10 82 
10 62 
20 63 
19 34 
140 37 
3 69 
144 98 
1 12 
12 12 
5 84 
36 83 
20 61 
72 34 
0 90 
10 55 
1 04 
23 71 
2 55 
12 67 
9 34 
41 09 
73 
Table 4.7. Overall Rating of Iranian Commercials on Exciting Adjective 
Against A 
NO 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
33 
34 
35 
36 
37 
38 
39 
40 
ppealmg, and Amusing Adjectives 
COMMERCIALS 
Azam Zadeh (Carpet) 
Gohar Kish (Shoes Perfumes) 
Daryan Dash t(Tomato puri) 
Sabah (Steel Mill) 
BIC (Perfumes) 
Behroz (Mayonise Sauce) 
Ardakan (Material) 
Pole (Institute) 
Heza Daneh (Tomato Puri) 
Keras (Cycle) 
Geelan (Shampoo) 
Iran GhofI (Locks) 
Florida (Washing Liquid) 
Ezogame Shargh (Max Phalt) 
Asia (Cosmetics) 
Aqiqe (Tile) 
95 (Tomato Puri) 
LG (TV) 
Panasonic (Camera) 
Pager (Cheep) 
Shaydan (Fish Cane) 
Pegah (Ice Cream) 
Caspain (Petrol Conditionner) 
Simorgh (Eggs) 
Negounsar (Mosquito Killer) 
Ashi Mashi (Cheese Ball) 
Echiplit (chipps) 
Sony (Camera) 
Madiran (Monitor) 
Payman (Cookies) 
Nazeen (Tile) 
Gohar (Refrigerator Perfume) 
Tabarok (Food Stuff) 
MT(Gum) 
Tak (Pasta) 
Taj (Washing Powder) 
Shad Iran (Toys) 
Talash(Bike) 
Aleet (Non Sticking) 
Asan Bar (Suit Case) 
EXC 
2.72 
2.67 
2.56 
2.9! 
1.64 
3.1! 
2.53 
2.33 
2.92 
2.81 
2.68 
2.72 
3.01 
3.25 
2.57 
2.68 
2.57 
3.32 
3.5 
3.1 
2.47 
2.57 
1.9 
2.45 
2.47 
3.38 
2.48 
2.78 
2.96 
2.32 
2.68 
2.03 
2.07 
2.2 
2 
2.19 
2.36 
2.38 
2.09 
2.43 
APP 
2.17 
2.58 
2.41 
2.9 
2.59 
3.19 
2.58 
2.29 
1.53 
2.41 
2.65 
3.02 
2.72 
2.91 
2.33 
2.65 
2.04 
2.97 
3.35 
2.73 
2.23 
2.12 
2.31 
3.33 
2.45 
2.11 
2.28 
2.87 
3.29 
2.2 
2.6 
2.06 
2.09 
1.63 
2.11 
1.97 
2.34 
2.45 
2.41 
3.5 
AMU 
2.14 
2.68 
2.31 
3.04 
1.83 
2.62 
2.46 
2.1 
2.47 
J . J Z 
2.46 
2.67 
2.36 
2.82 
2.61 
2.66 
1.87 
3.06 
3.34 
2.8 
2.09 
2.02 
2,67 
2.16 
2.35 
2.2 
2.37 
2.53 
2.87 
2.99 
2.48 
2.02 
1.95 
2.07 
2.06 
1.86 
2.57 
2.91 
2.28 
2.46 
Fj 
23.94 
0.54 
2.67 
1.28 
55.45 
19.82 
0.61 
1.80 
108.91 
34.84 
3.22 
9.48 
23.82 
11.60 
5.30 
0.08 
32.54 
5.05 
2.25 
7.51 
7.57 
22.96 
27.81 
76.41 
0.77 
101.23 
1.65 
5.78 
9.33 
39.36 
2.27 
0.04 
0.89 
15.07 
0.52 
5.50 
1.91 
6.12 
3.91 
41.09 
74 
Table 4. 
Against 
iNO 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
11 
12 
13 
14 
15 
16 
17 
18 
19 
20 
21 
22 
23 
24 
25 
26 
27 
28 
29 
30 
31 
32 
ii 
34 
35 
36 
37 
38 
39 
40 
8. Overall Rating of Iranian Commercials on Informative 
rritating Adjective 
COMMERCIALS 
Azam Zadeh (Carpet) 
Gohar Kish (Shoes Perfumes) 
Daryan Dash t(Tomato puri) 
Sabah (Steel Mill) 
BIC (Perfumes) 
Behroz (Mayonise Sauce) 
Ardakan (Material) 
Pole (Institute) 
Heza Daneh (Tomato Puri) 
Keras (Cycle) 
Geelaii (Shampoo) 
Iran Ghofl (Locks) 
Florida (Washing Liquid) 
Ezogame Shargh (Max Phalt) 
Asia (Cosmetics) 
Aqiqe (Tile) 
95 (Tomato Puri) 
LG (TV) 
Panasonic (Camera) 
Pager (Cheep) 
Shaydan (Fish Cane) 
Pegah (Ice Cream) 
Caspain (Petrol Conditionner) 
Simorgh (Eggs) 
Negounsar (Mosquito Killer) 
Ashi Mashi (Cheese Ball) 
Echiplit (chipps) 
Sony (Camera) 
Madiran (Monitor) 
Paynian (Cookies) 
Nazeen (Tile) 
Gohar (Refrigerator Perfume) 
Tabarok (Food Stuff) 
MT(Cum) 
Tak (Pasta) 
Taj (Washing Powder) 
Shad Iran (Toys) 
Talash (Bike) 
Aleet (iNon Sticking) 
Asan Bar (Suit Case) 
INF 
1 88 
2 08 
2 07 
3 45 
2 13 
2 44 
2 34 
4 09 
2 05 
2 69 
1 9^ 
2 52 
2 85 
2 16 
2 17 
1 89 
3 23 
2 93 
3 19 
1 93 
2 47 
2 28 
1 46 
2 16 
1 45 
2 38 
3 12 
3 
2 02 
1 97 
3 44 
2 12 
2 06 
i 93 
2 63 
2 23 
1 97 
1 85 
2 14 
IRR 
4 1 
3 45 
3 24 
2 64 
391 
3 06 
2 68 
3 89 
3 03 
3 03 
3 35 
4 16 
3 11 
3 28 
3 25 
4 
3 67 
2 15 
241 
2 67 
3 57 
3 45 
3 47 
4 04 
3 19 
321 
3 26 
3 03 
3 02 
3 08 
401 
3 94 
4 08 
3 77 
4 08 
4 07 
3 76 
3 46 
3 24 
Adjective 
T 
1971 
13 90 
10 34 
6 34 
18 93 
5 40 
3 25 
1 48 
8 19 
2 99 
13 16 
17 36 
2 69 
2 22 
10 52 
17 68 
1981 
10 62 
4 46 
4 86 
1657 
10 66 
8 07 
27 90 
11 32 
15 80 
6 78 
1 27 
0 26 
9 67 
10 52 
4 55 
14 58 
19 80 
14 37 
n 83 
16 04 
17 37 
16 92 
7 44 
75 
The second hypothesis (Table 4.6) in this regard was those commercials, which 
have rated high on informative adjective should also be rated high on other three 
adjectives i.e. exciting, appealing, amusing. To test this hypothesis we performed 
another analysis of variance as shown in the Table 4.6 as F2 By perusing Table 4.6 
one again can say that except for six commercials i.e. 7. 25, 27, 33, 35 and 37 on 
all the remaining commercials F2 values were found to be significant. Irrespective 
of whether the mean values on informative adjective are high or low, the mean 
values on remaining six adjectives do not follow any pattern. Therefore, we can 
say that there is no clear-cut relationship between scores on informative adjective 
on one hand and the exciting, appealing and amusing adjectives on the other hand. 
Therefore, we may conclude that our hypothesis i.e. those commercials which are 
rated high on informative adjectives will also be rated high on exciting, appealing, 
amusing adjectives has not proved in most the cases. 
The third hypothesis (Table 4.7) in this regard was those commercials which are 
rated high on exciting adjective should also be rated high on other two adjectives 
i.e. appealing and amusing. To test this hypothesis we performed another analysis 
of variance and corresponding F3 value are shown in Table 4.7.As these three 
adjectives have positive dimensions of a commercials we assumed that there 
showed to be positive relationship as far as the rating of these commercials is 
concerned. By observing Table 4.7 we found mixed results but in case of Iranian 
commercials the score of F values are different. On fifteen commercials i.e. 2, 3, 
4. 7. 8. 11, 16. 25. 27. 31, 32, 33, 35, 37 and 39 the F3 values were not significant. 
Whereas on the remaining commercials i.e. 25 the F3 values were found to be 
significant. Therefore, in some cases we may not be able to prove the H3 i.e. those 
commercials rated high on exciting adjectives may also rated high on appealing 
and amusing adjectives. 
The fourth hypothesis (Table 4.8) related with the rating of commercials on 
informative and irritating dimension. Hypothesis, H4 stated that those commercials 
which were rated high on informative should be rated low on irritation. We 
presumed negative relationship between these adjectives. In order to test this 
hypothesis we have performed t test to tlnd significant differences if any, on these 
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two adjectives. By observing the t values in Table 4.8. we see that 36 commercials 
have significant differences and only four commercials have insignificant 
differences. This indicates that in most of the cases there seems to be negative 
correlation between informative and irritating adjective, interestingly all 
commercials which were rated high on informative adjective were rated low on 
irritating adjective. Those commercials, which are rated medium to low on 
informative adjective, were rated either high or medium on irritation. We may 
therefore accept our hypothesis and say that high informative commercials by and 
large are rated low on irritation. 
4.4. PERCEPTION OF VIEWERS TOWRDS TV COMMERCIALS ON 
FIVE ADJECTIVES BY GENDER 
In this section the researcher measured the perception of both Indian and Iranian 
viewers towards TV commercials in terms of gender i.e. male and female 
respondents. 
4.41. Perception of Indian Male and Female Viewers Towards TV 
Commercials on Five Adjectives 
Researcher analyzed mean scores of Indian viewers towards 40 Indian TV 
commercials, which is included in the study in terms of gender and measured the 
"t" value of each commercial on five adjectives to find out their statistically 
significant differences. In this study the mean scores which fall between 4 to 5 
have been considered as "very high", mean score between 3 to 3.99 has been 
placed under the category of'"high", a mean score between 2 to 2.99 as "average", 
and in the last a mean score between 1 to 1.99 has been considered as "low". The 
commercials which fell in the category of "verj high" means that they are "ve/7 
nnich informalive" and which fell in the "high" category means they are only 
"informative " and which fell in the category of "average" is ''neither informative 
nor iininformative" and the commercials which fell in the category of "low" 
means they are "not at all informative" on the view point and perception of their 
viewers. 
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Table 4.9. Perception of Indian Male and Female Viewers Towards TV 
Commercials on Informative Adjective 
Advertisements 
Avon (Cycle) 
502 (Tea Leaves) 
Oral-B (Tooth brush) 
Kotak Child Advantage (Insurance) 
Lakm (Cream) 
Accent Viva (Car) 
Pentiuni-4 (Digital Education) 
Cool-Cool (Hair Oil) 
Bonanza (Insurance) 
Ariel (Washing Powder) 
New Wraj) (Burger) 
Cheverontexaco (Oil Production) 
Utsav (Paint) 
Ring Guard (Ointment) 
Coca-Cola (Cold Drink) 
Fair & lovely (Cream) 
Clinic Plus (Shampoo) 
Add (Pen) 
Synergy (Shoes) 
Disprm (Drug) 
LG (TV) 
Alpenliebe (Toffee) 
Tractor (Paint) 
Breeze (Soap) 
Airtel (Phone Service) 
Nerolac (Paint) 
Kodak Max (Film) 
Parachute (Hair Oil) 
L'Oreal (Hair Color) 
Samsung (Mobile Set) 
KitKat (Chocolate) 
All-out (Mosquito Killer) 
ICICI (Bank Service) 
Sundae (Ice Cream) 
Rin (Washing Soap) 
Nokia (Mobile) 
Pepsodcnt (Tooth Paste) 
Inili (Saute) 
Lux (soap) 
ro>ota Quails (Car) 
Male 
Mean Scores 
Female " t" Value 
2 62 
247 
3 1 
4 22 
2 67 
3 15 
3 12 
2 57 
4 b 
2 •>2 
2 52 
4 b 
2 67 
2^7 
3 17 
2 97 
2 42 
2 1 
2 75 
3 32 
3 32 
2 05 
2 25 
2 2i 
4 02 
3 05 
2 32 
2 02 
2 37 
3 8^ 
1 97 
3 25 
4 42 
I 92 
2 72 
3 32 
3 02 
2 03 
2 32 
3 62 
2 27 
24 
2 82 
4 1 
2 6 
3 03 
3 53 
25 
4 05 
24 
2 47 
3 92 
2 77 
2 53 
3 27 
29 
2 38 
2 23 
2 87 
3 68 
3 28 
2 28 
2 
2 08 
4 08 
2 88 
2 18 
) 88 
25 
3 83 
2 17 
3 03 
4 23 
2 02 
2 93 
3 3 
3 03 
1 93 
2 38 
38 
1 66 
0 35 
1 21 
0 74 
0 34 
0 79 
-0 04 
038 
071 
0 58 
0 25 
1 44 
-0 42 
02 
-0 43 
0 35 
-0 85 
-0 77 
-1 02 
-1 42 
0 25 
-137 
147 
1 12 
-0 37 
0 95 
1 86 
0 96 
-0 7 
0 11 
-1 133 
i 34 
i 58 
-0 36 
-153 
-1 23 
0 05 
0 71 
-0 33 
-1 32 
78 
Table 4.9 (a) Perception of Indian Male and Female Towards TV Commercials 
in Terms of Very High, High, Average, Low on Informative Adjective 
Respondents Very High High Average Low 
(4.00-5.00) (3-3.99) (2-2.99) (1-1.99) 
Male 
emale 
5(12.5) 
4(10) 
12(30) 
11(27.5) 
21(52.5) 
23(57.5) 
2(5) 
2(5) 
Figure 4.1 Perception of Indian Male and Female Viewers 
Towards Infomiative 
nzs 
57,5 
D Fejiiale 
• Mnle 
0 10 20 30 40 50 60 70 
Examining the Tables and Figure (4.9 and 4.9.a.), one can easily discern the 
magnitude of commercials, which fell in any of the four categories. After perusing 
chart, as far one can find that (12.5%) of commercials fell under the categories of 
very high, (30%) high, (52.5%) average and (5%) low. This shows that most of 
the male viewers have the perception that these commercials are neither 
informative nor uninformative in their nature. It is clear that most of the 
commercials i.e. (57.5%) which were perceived by the Indian female respondents 
as being average on informative, (27.5%) of the commercials were perceived as 
being high on informative, (10%) of them being very high and only (5%) being 
low on informative objective. We cannot see any statistically significant 
differences as far as the perception of Indian male and female viewers were 
concerned. Both male and female respondents are of the opinion that most of the 
commercials are neither informative nor uninformative so they are showing 
neither positive nor negative attitude towards these commercials .A last we can 
say that their perception is almost neutral towards these commercials. Both the 
groups believe that Kotak Child Advantage, Bonanza, Airtel, commercials have 
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the highest role in informing the people about their service, only male respondents 
are of the opinion that Cheverontexaco, commercial also is very much 
informative. 
Table 4.10. Perception of Indian Male and Female Viewers Towards TV 
Commercials on Exciting Adjective 
Advertisements 
Male 
Mean Scores 
Female "t" Value 
Avon (Cycle) 
502 (Tea Leaves) 
Oral-B (Tooth brush) 
Kotak Child Advantage (Insurance) 
Lakm (Cream) 
Accent Viva (Car) 
Pentium-4 (Digital Education) 
Cool-Cool (Hair Oil) 
Bonanza (Insurance) 
Ariel (Washing Powder) 
New Wrap (Burger) 
Cheverontexaco (Oil Production) 
Utsav (Paint) 
Ring Guard (Ointment) 
Coca-Cola (Cold Drink) 
Fair & lovely (Cream) 
Clinic Plus (Shampoo) 
Add (Pen) 
Synergy (Shoes) 
Disprin (Drug) 
LG (TV) 
Alpenliebe (Toffee) 
Tractor (Paint) 
Breeze (Soap) 
Airtel (Phone Service) 
Nerolac (Paint) 
Kodak <Ma\ (Film) 
Parachute (Hair Oil) 
L'Oreal (Hair Color) 
Samsung (Mobile Set) 
KitKat (Chocolate) 
All-out (Mosquito Killer) 
ICICI (Bank Service) 
Sundae (lee Cream) 
Rin (Washing Soap) 
Nokia (Mobile) 
Pepsodent (Tooth Paste) 
Imli (Sauce) 
IJU\ (soap) 
Toyota Oualis(Car) 
3.1 
2.45 
3.25 
2.6 
2.95 
3.72 
2.7 
3.5 
2.87 
2.92 
2.97 
2.95 
2.65 
2.8 
4.27 
3.22 
2.32 
3.45 
2.87 
3.62 
2.9 
3.62 
4.02 
2.65 
3.17 
2.27 
2.77 
2.67 
2.82 
3.02 
4 
2.77 
3.07 
4.27 
3.45 
3.25 
2.7 
2.37 
3.55 
4.15 
3.17 
2.7 
3.45 
2.9 
2.87 
3.42 
3 
3.47 
3.07 
2.73 
3.12 
2.83 
2.6 
2.72 
4.35 
3.23 
2.43 
3.32 
3.02 
3.62 
2.8 
3.47 
4.18 
2.72 
3.27 
2.37 
2.9 
2.77 
2.52 
3.1 
4.07 
2.63 
4.12 
3.7 
3.48 
2.8 
2.42 
3.5 
4.13 
-0.34 
-1.0) 
-1.14 
-1.25 
0.37 
2.29 
-1.27 
0.21 
-0.82 
0.79 
-0.56 
0.52 
0.24 
0.38 
-0.55 
-0.06 
-0.53 
0.84 
-0.54 
0.06 
0.51 
1.21 
-1.06 
-0.42 
-0.53 
-0.57 
-0.73 
-0.59 
1.47 
-0,39 
-0.46 
0.93 
-1.84 
1.08 
-1.32 
-1.31 
-0.64 
-0.25 
0.31 
0.12 
80 
Table 4.10 (a) Perception of Indian Male and Female Towards TV 
Commercials in Terms of Very High, High, Average, Low on Exciting 
Adjective 
Respondents Very High 
(4.00-5.00) 
High 
(3-3.99) 
Average 
(2-2.99) 
Low 
(1-L99) 
Male 
Female 
5(12.5) 
5(12.5) 
14(35) 
18(45) 
21(52.5) 
17(42.5) 
Figure 4.2 Perception of Indian Male and Female Viewers 
Towards Exciting 
LOA\ 
A\ erase 
Higii 
Ven Hisili 
D Female 
• Male 
10 20 30 40 50 60 
Tables and Figure (4.10 and 4.10.a) i.e. the perception of Indian male and female 
viewers on exciting adjective shows that both male and female respondents or 
viewers are of the opinion that most of the commercials fell in the category of 
average as far as exciting adjective is concerned. Male manifested that (52,5%)of 
commercials are neither exciting nor unexciting and (42.5%) of female also were 
of the same opinion. The result of this Table demonstrate that both male and 
female believes (12.5%) of commercials are fell under the category of very high, 
but their opinion is differ as far as the other categories are concerned. In this Table 
female consider more commercials (45%) as high in exciting influence but male 
respondents are concerned (35%) commercials fell in the same category. At last 
there is again the same opinion between male and female respondents, as both the 
groups believe that there is no commercials, which fell under the category of low 
that means both the group believe that there is no commercials, which is not 
exciting at all. We can see statistically significant differences on commercial 
number six i.e. "Accent Viva" as far as the perception of both Indian male and 
female respondent on exciting is concerned. 
Table 4.11. Perception of Indian Male and Female Viewers Towards TV 
Commercials on Appealing Adjective 
Advertisements 
Avon (Cycle) 
502 (Tea Leaves) 
Oral-B (Tooth brush) 
Kotak Child Advantage (Insurance) 
La km (Cream) 
Accent Viva (Car) 
Pentium-4 (Digital Education) 
Cool-Cool (Hair Oil) 
Bonanza (Insurance) 
Ariel (Washing Powder) 
New Wrap (Burger) 
Cheverontexaco (Oil Production) 
Utsav (Paint) 
Ring Guard (Ointment) 
Coca-Cola (Cold Drink) 
Fair & lovely (Cream) 
Clinic Plus (Shampoo) 
Add (Pen) 
Synergy (Shoes) 
Disprin (Drug) 
LG (TV) 
Alpenliebe (Toffee) 
Tractor (Paint) 
Breeze (Soap) 
Airtel (Phone Service) 
Nerolac (Paint) 
Kodak Max (Film) 
Parachute (Hair Oil) 
L'Oreal (Hair Color) 
Samsung (Mobile Set) 
KitKat (Chocolate) 
All-out (Mosquito Killer) 
ICJCI (Bank Service) 
Sundae (Ice Cream) 
Rin (Washing Soap) 
Nokia (Mobile) 
Pepsodent (Tooth Paste) 
Imii (Sauce) 
Lux (soap) 
Toyota Qualis (Car) 
Male 
2.67 
2.65 
2.65 
3.1 
3.25 
2.95 
3.6 
2.5 
3.05 
2.72 
2.75 
3.75 
1.6 
2.67 
4.17 
2.57 
3.22 
3.6 
3.12 
2.07 
4.1 
2.87 
3.45 
2.4 
3.77 
3.57 
3.07 
2.42 
4.15 
3.07 
2.2 
2.7 
3.52 
3.02 
2.77 
3.35 
3.12 
2.6 
2.57 
2.42 
Mean Scores 
Female 
2.73 
2.45 
2.37 
2.98 
3.17 
2.68 
3.22 
2.72 
2.97 
2.95 
2.4 
3.88 
1.73 
2.53 
3.98 
2.75 
2.98 
3.7 
3.1 
2.08 
4.15 
3.05 
3.47 
2.2 
3.83 
3.57 
3.13 
2.37 
4.2 
3.23 
2.42 
2.77 
3.63 
2.95 
2.9 
3.28 
3.3 
2.52 
2.23 
2.63 
"t" Value 
-0.23 
0.92 
1.23 
0.5 
0.56 
1.22 
2.33* 
-0.94 
0.35 
-1.05 
1.55 
-0.77 
-0.75 
0.63 
1.23 
-0.79 
1.6 
-0.68 
0.16 
-0.04 
-0.34 
-0.95 
-0.13 
1.18 
-0.35 
0.07 
-0.27 
0.32 
-0.4 
-0.78 
-0.94 
-0.42 
-0.62 
0.38 
-0.74 
0.41 
-1.07 
0.56 
1.76 
-1.35 
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Table 4.11 (a) Perception of Indian Male and Female Towards TV 
Commercials in Terms of Very High, High, Average, Low on Appealing 
Adjective 
Respondents Very High 
(4.00-5.00) 
High 
(3-3.99) 
Average 
(2-2.99) 
Low 
(1-1.99) 
Male 
Female 
3(7.5) 
2(5) 
17(42.5) 
15(37.5) 
19(47.5) 
22(55) 
1(2.5) 
1(2.5) 
Figure 4.3 Perception of Indian Male and FemaU 
Towards Appealing 
Aworsgo ^ ^ ^ ^ ^ ^ ^ ^ ^ ^ 
Hinh , ... 
n iyn ^ _ _ ^ ^ _ ^ ^ ^ _ _ 
Very High ^ ^ 7 5 
0 10 20 
^ • • • • • • • l 4/.b 
|37.5 
• { ^ • • ^ • • 4 2 . 5 
30 40 50 
; Viewer 
J 55 
1 
60 
s 
D Female 
• Male 
After perusing Tables and Figure (4.11 and 4.11.a.), as far as the perception of 
Indian male viewers on appealing adjective was concerned, one can find that 
(7.5%) of commercials fell under the categories of very high, (42.5%) high, 
(47.5%) average and (2.5%) low. This shows that most of the male viewers have 
the perception that these commercials are neither appealing nor not appealing in 
their nature. In this Table also it is clear that most of the commercials (55%)) were 
perceived by the Indian female respondents as being average on appealing 
(37.5%)) of the commercials were perceived as being high, (5%) of them being 
very high and only (2,5%)) being low in on appealing objective. We can see 
statistically significant differences for "Pentium-4 (Digital Education)" 
commercials with mean score of (2.33) as far as the perception of Indian male and 
female viewers were concerned. Both male and female respondents are showing 
neither positive nor negative attitude towards these commercials. At last we can 
say that their perception is almost neutral towards these commercials. Both the 
groups believe that LG (TV) and L'oreal (Hair Color) commercials have the 
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highest role in appealing the viewers about their service, only male respondents 
are of the opinion that Coca-Cola (Cold Drink) commercial also is very much 
appealing. 
Table 4.12 Perception of Indian Male and Female Viewers Towards TV 
Commercials on Amusing Adjective 
Advertisements 
Male 
Mean Scores 
Female "t" Value 
Avon (Cycle) 
502 (Tea Leaves) 
Oral-B (Tooth brush) 
Kotak Child Advantage (Insurance) 
Lakm (Cream) 
Accent Viva (Car) 
Pentium-4 (Digital Education) 
Cool-Cool (Hair Oil) 
Bonanza (Insurance) 
Ariel (Washing Powder) 
New Wrap (Burger) 
Cheverontexaco (Oil Production) 
Dtsav (Paint) 
Ring Guard (Ointment) 
Coca-Cola (Cold Drink) 
Fair & lovely (Cream) 
Clinic Plus (Shampoo) 
Add (Pen) 
Synergy (Shoes) 
Disprin (Drug) 
LG (TV) 
Alpenliebe (Toffee) 
Tractor (Paint) 
Breeze (Soap) 
Airtel (Phone Service) 
Nerolac (Paint) 
Kodak Max (Film) 
Parachute (Hair Oil) 
L'Oreal (Hair Color) 
Samsung (Mobile Set) 
KitKat (Chocolate) 
All-out (Mosquito Killer) 
ICICI (Bank Service) 
Sundae (Ice Cream) 
Rin (Washing Soap) 
Nokia (Mobile) 
Pepsodent (Tooth Paste) 
Inili (Sauce) 
Lux (soap) 
Toyota Qualis (Car) 
2.5 
2.42 
3.07 
2.57 
3.4 
2.9 
2.97 
4 
3,1 
2.62 
3.72 
2.7 
2.72 
3.62 
4,17 
3.5 
2.4 
2.9 
1.82 
3.4 
3.7 
3.32 
2.67 
2.27 
3.72 
2.8 
4.12 
2.1 
2.35 
2.92 
4,27 
2.75 
3.15 
3.75 
3.12 
3.2 
2.77 
3.05 
2.77 
3.7 
2.95 
2.43 
3.02 
2.48 
3.18 
2.65 
3.92 
3.02 
2.55 
3.63 
2.57 
2.47 
3.47 
3.95 
3.167 
2.42 
2.88 
1.88 
3.28 
3.47 
3 
2.9 
2,47 
3,45 
2,95 
4,07 
2,25 
2,35 
2.77 
4,32 
2,68 
3,4 
3,75 
3.02 
3.18 
2.63 
3 
2.73 
3.53 
-1,89 
-0.03 
0.33 
0.47 
1.4 
1.2 
0.21 
0.59 
0,38 
0.34 
0.59 
0.57 
1.29 
1.18 
1.28 
2,01 
-0.08 
0,08 
-0.36 
0.82 
1.64 
1.93 
-1.54 
-1.12 
1.54 
-0,86 
0,36 
-1.02 
0 
0.78 
-1.21 
0.41 
-1.45 
0 
0.71 
0.09 
0.93 
0,3 
0.23 
0.94 
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Table 4.12 (a) Perception of Indian Male and Female Towards TV 
Commercials in Terms of Very High, High, Average, Low on Amusing 
Adjective 
Respondents 
Male 
Female 
Figure 
Very Hight 
(4.00-5.00) 
4(10) 
2(5) 
4.4 Perception 
High 
(3-3.99) 
16(40) 
19(47.5) 
Average 
(2-2.99) 
19(47.5) 
18(45) 
of Indian Male and Female Viewers 
Low 
(1-L99) 
1(2.5) 
1(2.5) 
Towards Amusing 
^^•^ 'nFemale 
47 5 jBMale 
10 20 30 40 50 
As far as the perception of Indian male viewers on amusing adjective was 
concerned, on Tables and Figure (4.12 and 4.12.a.), one can find that (10%) of 
commercials fell under the categories of very high, (40%) high, (47.5%) average 
and (2.5%) low. This shows that the male viewers have the perception that mostly 
these commercials fell in the category of average. In this Table also it is clear that 
most of the commercials (47.5%) were perceived by the Indian female 
respondents as being high on amusing adjective, (45%) of the commercials were 
perceived as being average, (5%) of them being very high and only (2.5%) being 
low in on informative objective. For tow commercials i.e. Fair & lovely (Cream), 
(2.01) Alpenliebe (Toffee) (1.93) we can see the no statistically significant 
differences as far as the perception of Indian male and female viewers on amusing 
adjective were concerned. Both male and female respondents are of the same 
opinion about that only (2.5%) of commercials feel under the category of low, 
they also agree on two commercials which feel on very high category, i.e. Kodak 
Max (Film) and KitKat (Chocolate) but again male are more concern that there are 
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more commercials which are very much amusing in their nature i.e. Cool-Cool 
(Hair Oil) and Coca-Cola (Cold Drink). 
Table 4.13 Perception of Indian Male and Female Viewers Towards TV 
Commercials on Irritating Adjective _ _ ^ _ _ ^ 
Advertisements 
Avon (Cycle) 
502 (Tea Leaves) 
Oral-B (Tooth brush) 
Kotak Child Advantage (Insurance) 
Lakm (Cream) 
Accent Viva (Car) 
Pentium-4 (Digital Education) 
Cool-Cool (Hair Oil) 
Bonanza (Insurance) 
Ariel (Washing Powder) 
New Wrap (Burger) 
Cheverontexaco (Oil Production) 
Utsav (Paint) 
Ring Guard (Ointment) 
Coca-Cola (Cold Drink) 
Fair & lovely (Cream) 
Clinic Plus (Shampoo) 
Add(Pen) 
Synergy (Shoes) 
Disprin (Drug) 
LG (TV) 
Alpenliebe (Toffee) 
Tractor (Paint) 
Breeze (Soap) 
Airtel (Phone Service) 
Nerolac (Paint) 
Kodak iMav (Film) 
Parachute (Hair Oil) 
L'Oreal (Hair Color) 
Samsung (Mobile Set) 
KitKat (Chocolate) 
All-out (Mosquito Killer) 
ICICI (Bank Service) 
Sundae (Ice Cream) 
Rin (Washing Soap) 
Nokia (Mobile) 
Pepsodent (Tooth Paste) 
Imli (Sauce) 
Lux (soap) 
Toyota Qualis (Car) 
Male 
Mean Scores 
Female "t" Value 
4.77 
4.12 
2.57 
3.05 
2.65 
2.97 
2.67 
2.95 
2.45 
3.22 
3.32 
2.6 
3.17 
3.1 
2.07 
2.55 
3.6 
2.52 
3.45 
2.12 
2.75 
2.55 
3.05 
2.95 
2.3 
3.42 
2.8 
4.05 
3.35 
2.45 
3.17 
4.1 
2.47 
2.32 
3.07 
2.52 
2.2 
2.7 
3.52 
3.02 
3.57 
3.98 
2.73 
3.27 
2.7 
3.13 
2.72 
2.67 
2.45 
3.25 
2.83 
3.07 
3.15 
1.95 
2.92 
3.43 
2.25 
3.6 
2.1 
2.87 
2.4 
3.1 
3.05 
2.32 
3.47 
2.65 
4.12 
3.52 
2.43 
2.95 
4.25 
2.78 
2.42 
3 
2.23 
2.38 
2.42 
-»•>-> 
. ) . j j 
3.05 
7.71* 
0.73 
-0.7 
-1.12 
-0.23 
-0.68 
-0.18 
1.25 
0 
-0.16 
-0.04 
-1.06 
0.46 
-0.33 
0.73 
-1.81 
1.06 
1.68 
-0.64 
0.13 
-0.65 
0.97 
-0.24 
-0.55 
-0.11 
-0.33 
0.82 
-0.48 
-1.52 
0.09 
1.5 
-1.09 
-1.17 
-0.49 
0.46 
1.81 
-1.27 
1.65 
1.06 
-0.12 
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Table 4.13 (a) Perception of Indian Male and Female Towards TV 
Commercials in Terms of Very High, High, Average, Low on Irritating 
Adjective 
Respondents Very Hight 
(4.00-5.00) 
High 
(3-3.99) 
Average 
(2-2.99) 
Low 
(1-1.99) 
Male 
Female 
4(10) 
2(5) 
14(35) 
17(42.5) 
22(55) 
20(50) 1(2.5) 
Figure 4.5 Perception of Indian Male and Female viewers 
Towards Irritating 
Low 
A\ erase 
Hidi 
Ven Higli 
b 2.5 
n Female 
• Male 
10 20 30 40 50 60 
After perusing Tables and Figure (4.13 and 4.13.a.), as far as the perception of 
Indian male viewers on irritating adjective was concerned, one can fmd that (10%) 
of commercials fell under the categories of very high, (35%) high, (55%) average 
and (0%) low. This shows that most of the male viewers have the perception that 
these commercials are neither irritating nor not irritating in their nature. In this 
Table also it is clear that most of the commercials (50%) were perceived by the 
Indian female respondents as being average (42.5%) of the commercials were 
perceived as being high, (5%) of them being very high and only (2,5%) being low 
in on irritating objective. We can only see statistically significant differences for 
one commercial i.e. Avon (Cycle) with mean score of (7.71) as far as the 
perception of Indian male and female viewers were concerned. Both male and 
female respondents are of the opinion that most of the commercials are neither 
irritating nor not irritating, so they are showing neither positive nor negative 
attitude towards these commercials. At last we can say that their perception is 
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almost neutral towards these commercials. Both the groups believe that Parachute 
(Hair Oil) and Allout (Mosquito Killer) commercials have the highest role in 
irritating the viewers about their service, only male respondents are of the opinion 
that Avon (Cycle) and 502 (Tea Leaves) commercials also is very much irritating. 
4.42. Perception of Iranian Male and Female Viewers Towards TV 
Commercials on Five Adjectives 
Researcher follows the same pattern as for Indian male and female viewers were 
considered. Here also researcher analyzed mean score of Iranian viewers towards 
40 Iranian TV commercials, in terms of gender and measured the "t" value of each 
commercial on five adjectives to find out their statistically significant differences. 
In this study also the mean scores which fall between 4 to 5 have been considered 
as "very high", mean score between 3 to 3.99 has been placed under the category 
of "high", a mean score between 2 to 2.99 as "average", and at last a mean score 
between 1 to 1.99 has been considered as "low". The commercials which fell in 
the category of ''very high" means that they are "very much informative " and 
which fell in the ''high" category means they are only "informative" and which 
fell in the category of "average" is "neither informative nor iininformative" and at 
last the commercials which fell in the category of "low" means the\ are "not at all 
informative" on the view point and perception of their viewers. 
After perusing Table (4.14 and 4.14.a.). as far as the perception of Iranian male 
viewers on informative adjective was concerned, one can fmd that (2.5%) of 
commercials fell under the categories of veiy high, (12.5%) high. (55%) average 
and (30%o) low. This shows that most of the male viewers have the perception that 
these commercials are neither informative nor uninformative in their nature. 
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Table 4.14. Perception of Iranian Male and Female Viewers Towards TV 
Commercials on Informative Adjective 
Mean Scores 
Advertisements 
Male Female ' t" Value 
Azam Zadeh (Carpet) 
Gohar Kish (Shoes Perfumes) 
Daryan Dash t(Tomato puri) 
Sabah (Steel Mill) 
BIC (Perfumes) 
Behroz (Mayonise Sauce) 
Ardakan (Material) 
Pole (Institute) 
Heza Daneh (Tomato Puri) 
Keras (Cycle) 
Geelan (Shampoo) 
Iran Ghofl (Locks) 
Florida (Washing Liquid) 
Ezogame Shargh (Max Phalt) 
Asia (Cosmetics) 
Aqiqe (Tile) 
95 (Tomato Puri) 
LG (TV) 
Panasonic (Camera) 
Pager (Cheep) 
Shaydan (Fish Cane) 
Pegah (Ice Cream) 
Caspain (Petrol Conditionner) 
Simorgh (Eggs) 
Negounsar (Mosquito Killer) 
Ashi Mashi (Cheese Ball) 
Echiplit (chipps) 
Sony (Camera) 
Madiran (Monitor) 
Paynian (Cookies) 
Nazeen (Tile) 
Gohar (Refrigerator Perfume) 
Tabarok(FoodStufO 
MT(Gum) 
Tak (Pasta) 
Taj (Washing Powder) 
Shad Iran (Toys) 
Talash (Bike) 
Aleet (Non Sticking) 
Asan Bar (Suit Case) 
1.9 
2.1 
2.07 
3.47 
2.2 
2.32 
2.4 
4.05 
2.15 
2.5 
1.92 
2.45 
2.87 
3.55 
2.3 
2.05 
1.8 
3.07 
2.92 
2.95 
1.9 
2.5 
2.4 
1.5 
2.32 
1.47 
2.37 
3.07 
2.92 
1.82 
1.97 
3.45 
2.02 
1.92 
1.87 
2.62 
2.2 
1.97 
1.82 
2.22 
1.87 
2.07 
2.07 
3.43 
2.08 
2.52 
2.3 
4.12 
1.98 
2.82 
1.93 
2.57 
2.83 
3.52 
2.07 
2.25 
1.95 
2.93 
3.35 
1.95 
2.45 
2.2 
1.43 
2.05 
1.43 
2.38 
3.15 
3.05 
2.15 
1.967 
3.43 
2.18 
2.15 
1.97 
2.63 
2.25 
1.97 
1.87 
2.08 
0.21 
0.23 
0.06 
0.22 
0.93 
-1.29 
0.59 
-0.41 
0.98 
-1.8 
-0.05 
-0.91 
0.35 
0.22 
1.7 
-1.33 
-1.19 
-1.64 
-0.04 
-3.69 
-0.34 
0.49 
1.47 
0.65 
1.82 
0.38 
-0.05 
-0.62 
-0.74 
-2.16* 
0.05 
0.09 
-1.06 
-1.48 
-0.59 
-0.06 
-0.31 
0.05 
-0.27 
0.8 
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Table 4.14 (a) Perception of Iranian Male and Female Towards TV 
Commercials in Terms of Very High, High, Average, Low on Informative 
Adjective 
Respondents Very High 
(4.00-5.00) 
High 
(3-3.99) 
Average 
(2-2.99) 
Low 
(1-1.99) 
Male 
Female 
1(2.5) 
1(2.5) 
5(12.5) 
7(17.5) 
22(55) 
21(52.5) 
12(30) 
11(27.5) 
Low 
Average 
High 
Very High 
0 
Figure 4.6 Perception 
Viewers To^  
117.5 
10 20 
of Iranian Male and Female 
ivards Informative 
127.5 
• 30 
152.5 
• • • • • • • • • • bb 
30 40 50 60 
D Female 
• Male 
In this Table also it is clear that most of the commercials (55%) were perceived by 
the Iranian female respondents as being average on informative (17.5%) of the 
commercials were perceived as being high on informing, (2.5%) of them being 
very high and only (27.5%) being low on informative objective. We can see 
statistically significant differences for two commercials as far as the perception of 
Indian male and female viewers were concerned. Those commercials are Pager 
(Cheep) and Payman (Cookies). Both male and female respondents are of the 
opinion that most of the commercials are neither informative nor iminformative so 
they are showing neither positive nor negative attitude towards these commercials 
.One can say that their perception is almost neutral towards these commercials. 
Both the groups believe that Pole (Institute) commercial have the highest role in 
informing the people about their service, interesting that among the perception of 
Iranian viewers manifest that there are not that much commercials which is very 
high or high on their informative adjective role. 
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Table 4.15. Perception of Iranian Male and Female Vie>\ers Towards TV 
Commercials on Exciting Adjective 
Advertisements 
Male 
Mean Scores 
Female "t" Value 
Azam Zadeh (Carpet) 
Collar Kish (Shoes Perfumes) 
Daryan Dash t(Tomato puri) 
Sabah (Steel Mill) 
BIC (Perfumes) 
Behroz (Mayonise Sauce) 
Ardakan (Material) 
Pole (Institute) 
Heza Daneh (Tomato Puri) 
Keras (Cycle) 
Geelan (Shampoo) 
Iran GhofI (Locks) 
Florida (Washing Liquid) 
Ezogame Shargh (Max Phalt) 
Asia (Cosmetics) 
Aqiqe (Tile) 
95 (Tomato Puri) 
LG (TV) 
Panasonic (Camera) 
Pager (Cheep) 
Shaydan (Fish Cane) 
Pegah (Ice Cream) 
Caspain (Petrol Conditionner) 
Simorgh (Eggs) 
Negounsar (Mosquito Killer) 
Ashi Mashi (Cheese Ball) 
Echiplit (chipps) 
Sony (Camera) 
Madiran (Monitor) 
Payman (Cookies) 
Nazeen (Tile) 
Gohar (Refrigerator Perfume) 
Tabarok (Food StufO 
MT (Gum) 
Tak (Pasta) 
Taj (Washing Powder) 
Shad Iran (Toys) 
Talash (Bike) 
Aleet (Non Sticking) 
Asan Bar (Suit Case) 
2 75 
26 
2 52 
3 
1 72 
3 17 
2 67 
2 27 
2 95 
2.82 
2.75 
2.65 
2.92 
3.17 
2.6 
2.67 
2.5 
3 37 
37 
2 97 
2.6 
26 
1 97 
2 52 
2 42 
3 5 
24 
2 77 
2 82 
2 32 
2 72 
2 1'' 
2 07 
2 25 
1 95 
2 27 
2 32 
24 
2 07 
2 35 
27 
2.72 
2.58 
2 85 
1 58 
3 07 
2.43 
2.37 
2.9 
2.8 
2 63 
2 77 
3 07 
3 3 
2 55 
2 68 
2 62 
3 28 
J J / 
3 18 
2 38 
2 55 
1 85 
24 
2 5 
2 53 
2 78 
3 05 
2 32 
2 65 
1 97 
2 07 
2 17 
2 03 
2 13 
2 38 
2 37 
2 1 
2.48 
0.44 
-0 74 
-0 36 
1 155 
1 106 
0 78 
1.6 
-0 44 
037 
0 14 
0 84 
-0 94 
-0 99 
-0 81 
0 32 
-0 07 
-0 89 
0 63 
2 43 
-1 46 
1 62 
0 45 
0 75 
1 03 
-0 52 
1 88 
-0 8 
-0 06 
-1 21 
0 05 
0.55 
0 88 
0 05 
0 51 
-0 55 
0 96 
-0 32 
0 r, 
-0 14 
-0 65 
Table 4.15(a) Perception of Iranian Male and Female Towards TV 
Commercials in Terms of Very High, High, Average, Low on Exciting 
Adjective 
Respondents Very High 
(4.00-5.00) 
High 
(3-3.99) 
Average 
(2-2.99) 
Low 
(1-1.99) 
Male 
Female 
6(15) 
8(20) 
31(77.5) 
29(72.5) 
3(7.5) 
3(7.5) 
Figure 4.7 Perception of Iranian Male and Female Viewers 
Towards Exciting 
Low 
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-
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In Tables and Figure (4.15 and 4.15.a.), one can find that no commercials fell 
under the categories of very high but (15%) fell under the category of high, 
(77.5%) average and (7.5%) low, as far as the perception of Iranian male viewers 
on exciting adjective was concerned. This shows that most of the male viewers 
have the perception that these commercials are neither exciting nor unexciting in 
their nature. Table also shows that most of the commercials (72.5%) were 
perceived by the Iranian female respondents as being average (20%) of the 
commercials were perceived as being high and (7.5%) of them being low and 
there is no commercial which fell under the category of very high as far as the 
exciting objective of them are concerned. We can see statistically significEint 
differences for one commercial i.e. Panasonic (Camera). Both male and female 
respondents are of the opinion that most of the commercials are neither exciting 
nor unexciting. 
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Table 4.16. Perception of Iranian Male and Female Viewers Towards TV 
Commercials on Appealing Adjective 
Advertisements 
Male 
Mean Scores 
Female 't" Value 
Azam Zadeh (Carpet) 
Gohar Kish (Shoes Perfumes) 
Daryan Dash t(Toniato puri) 
Sabah (Steel Mill) 
BIC (Perfumes) 
Behroz (Mayonise Sauce) 
Ardakan (Material) 
Pole (Institute) 
Heza Daneh (Tomato Puri) 
Keras (Cycle) 
Geelan (Shampoo) 
Iran GhofI (Locks) 
Florida (Washing Liquid) 
Ezogame Shargh (Max Phalt) 
Asia (Cosmetics) 
Aqiqe (Tile) 
95 (Tomato Puri) 
LG (TV) 
Panasonic (Camera) 
Pager (Cheep) 
Shaydan (Fish Cane) 
Pegah (Ice Cream) 
Caspain (Petrol Conditionner) 
Simorgh (Eggs) 
Negounsar (Mosquito Killer) 
Ashi Mashi (Cheese Ball) 
Echiplit (chipps) 
Sony (Camera) 
Madiran (Monitor) 
Payman (Cookies) 
Nazeen (Tile) 
Cohar (Refrigerator Perfume) 
Tabarok (Food Stuff) 
MT(Gum) 
Tak (Pasta) 
Taj (Washing Powder) 
Shad Iran (Toys) 
Talash (Bike) 
Aleet(Non Sticking) 
Asan Bar (Suit Case) 
2.15 
2.7 
2.35 
2.95 
2.62 
3.3 
2.67 
2.37 
1.6 
2.37 
2.72 
3.05 
2.62 
2.92 
2.42 
2.67 
1.95 
2.72 
3.27 
2.87 
2.25 
1.95 
2.35 
3.35 
2.55 
1.95 
2.17 
2.77 
3.3 
2.3 
2.57 
1.92 
2.05 
1.5 
2.05 
1.97 
2.27 
2.47 
2.17 
3.5 
2.18 
2.5 
2.45 
2.87 
2.57 
3.12 
2.52 
2.23 
1.48 
2.43 
2.6 
3 
2.78 
2.9 
2.27 
2.63 
2.1 
3.13 
3.4 
2.63 
2.22 
2.23 
2.28 
3.32 
2.38 
2.22 
2.35 
2.93 
3.28 
2.13 
2.62 
2.15 
2.12 
1.72 
2.15 
1,97 
2.38 
2.43 
2.57 
3.5 
-0.22 
1.3 
-0.65 
0.54 
0.38 
1.25 
0.99 
0.79 
0.83 
-0.37 
1.03 
0.42 
-1.29 
0.18 
1.37 
0.38 
-1.08 
-2.26 
-1.18 
2 
0.22 
-2.27* 
0.49 
0.21 
1.12 
-1.7 
-1.14 
-0.94 
0.14 
1.13 
-0.3 
-1.4 
-0.37 
-1.51 
-0.65 
0.05 
-0.56 
0.18 
-2.48* 
0 
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Table 4.16 (a) Perception of Iranian Male and Female Towards TV 
Commercials in Terms of Very High, High, Average, Low on Appealing 
Adjective 
Respondents Very High 
(4.00-5.00) 
High 
(3-3.99) 
Average 
(2-2.99) 
Low 
(1-L99) 
Male 
Female 
6(15) 
7(17.5) 
27(67.5) 
30(75) 
7(17.5) 
3(7.5) 
Figure 4.8 Perception of Iranian Male and Female Viewers 
Towards Appealing 
Low ^ 3 ^ ^ 
Average 
High 
Ver>' High 
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75 
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i 1 I I 
) 20 40 60 80 
O Female 
• Male 
Examining these Tables and Figure one can easily discern the magnitude of 
commercials, which fell in any of the four categories. After perusing Tables and 
Figure (4.16 and 4.16.a.), as far as the perception of Iranian male viewers on 
appealing adjective was concerned, one can find no commercials fell under the 
categories of very high, (15%) high, (67.5%) average and (17.5%) low. This 
shows that most of the male viewers have the perception that these commercials 
are neither appealing nor un- appealing in their nature. In this Table one can easily 
see that most commercials of the which were perceived by the Iranian female 
respondents fell under the category of as being average (75%), (17.5%)) of the 
commercials were perceived as being high and (7.5%)) of them being low on 
exciting objective. As we notice the statistically significant differences can be see 
on three commercials LG, 2.26, Pegah, 2.27 and Aleet, 2.48. Both male and 
female respondents are showing that their perception is almost neutral towards 
these commercials. 
94 
Table 4.17. Perception of Iranian Male and Female Viewers Towards TV 
z^ :i^ >i 
Advertisements 
Azam Zadeh (Carpet) 
Gohar Kish (Shoes Pei fumes) 
Dar>an Dash t(Tomato puri) 
Sabah (Steel Mill) 
BlC (Perfumes) 
Behroz (Mayonise Sauce) 
Ardakan (Material) 
Pole (Institute) 
Heza Daneh (Tomato Puri) 
Keras (Cycle) 
Geelan (Shampoo) 
Iran GhofI (Locks) 
Florida (Washing Liquid) 
Ezogame Shargh (Max Phalt) 
Asia (Cosmetics) 
Aqiqe (Tile) 
95 (Tomato Puri) 
LG (TV) 
Panasonic (Camera) 
Pager (Cheep) 
Shay dan (Fish Cane) 
Pegah (lee Cream) 
Caspain (Petrol Conditionner) 
Simorgh (Eggs) 
Negounsar (Mosquito Killer) 
Ashi Mashi (Cheese Ball) 
Echiplit (chipps) 
Sony (Camera) 
Madiran (Monitor) 
Pay man (Cookies) 
Nazeen (Tile) 
Gohar (Refrigerator Perfume) 
Tabarok(FoodStufO 
IMT(Gum) 
Tak (Pasta) 
l . i j (NVashing Powder) 
Shad Iran (Toys) 
T.ilash (Bike) 
Aleet (Non Sticking) 
Asan Bar (Suit C ase) 
Male 
2,2 
27 
2 22 
•> 15 
1 8 
2 72 
2 57 
1 97 
2 67 
3 47 
2 65 
2 67 
2.32 
2.87 
2.62 
2.65 
1.77 
3.02 
3.35 
3.05 
2.1 
1.92 
2.67 
2.17 
2.32 
2.15 
2.37 
2.45 
2.92 
2.95 
2.52 
1.97 
1.92 
2.05 
2.07 
1.95 
2.6 
3.07 
2.4 
2.32 
Mean Scores 
Female 
2 1 
2 67 
2 37 
2 97 
1 85 
2 55 
238 
2 18 
2 33 
3 22 
2 33 
2 67 
2.38 
2 78 
2 6 
2 67 
1.93 
3 08 
2 63 
2 08 
2 08 
2 67 
2 15 
2 37 
2 23 
2 37 
2 58 
2 83 
3 02 
2 45 
2 08 
1 97 
2 08 
2 05 
1 8 
2 55 
2 8 
2 2 
2 55 
"t" Value 
0 7 
0 22 
-0 91 
1 32 
-0 37 
1 27 
1 18 
-1 22 
2 49* 
1 88 
2 2 1 * 
0 06 
-0 41 
0 8 
02 
-0 15 
-1 3 
-0 35 
0 14 
2 53* 
0 12 
-1 17 
0 06 
0 17 
-0 26 
-0 52 
0 05 
-0 95 
0 69 
-0 62 
0 54 
-0 7 
-0 27 
-0 2 
0 15 
1 05 
0 26 
1 16 
1 28 
-1 06 
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Table 4.17(a) Perception of Iranian Male and Female Towards TV 
Commercials in Terms of Very High, High, Average, Low on Amusing 
Adjective 
Respondents Very High 
(4.00-5.00) 
High 
(3-3.99) 
Average 
(2-2.99) 
Low 
(1-L99) 
Male 
Female 
6(15) 
4(10) 
27(67.5) 
32(80) 
7(17.5) 
4(10) 
Figure 4.9 Perception of Iranian Male and Female Viewers 
Low |10 
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After perusing Table and Figure (4.17 and 4.17.a.), one can find that no 
commercials fell under the categories of very high but (15%) are under the 
category of high, (67.5%)) average and (17.5%) low. This shows that most of the 
male viewers have the perception that these commercials are neither amusing nor 
not amusing in their nature. Table shows that female also are of the opinion that 
most of the commercials (80%) were perceived by the Iranian female respondents 
as being average (10%)) of the commercials were perceived as being high and 
(10%) of them being low and there is no commercials which fell under the 
category of very high as far as the amusing objective of them are concerned. We 
can see statistically significant differences among three commercials i.e. Heza 
Daneh 2.49, Geelan 2.21, Pager 2.53. Both the groups believe that no commercials 
can fell in the category very high so that they are not very much amusing in their 
nature as the perception of their viewers are concerned. 
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Table 4.18 Perception of Iranian Male and Female Viewers Towards TV 
Commercials on Irritating Adjective _ ^ _ _ 
Advertisements 
Male 
Mean Scores 
Female ' t" Value 
Azam Zadeh (Carpet) 
Gohar Kish (Shoes Perfumes) 
Daryan Dash t(Tomato pun) 
Sabah (Steel Mill) 
BIC (Perfumes) 
Behroz (Mayonise Sauce) 
Ardakan (Material) 
Pole (Institute) 
Heza Daneh (Tomato Purl) 
Keras (Cycle) 
Geelan (Shampoo) 
Iran Ghofl (Locks) 
Florida (Washing Liquid) 
Ezogame Shargh (Max Phalt) 
Asia (Cosmetics) 
Aqiqe (Tile) 
95 (Tomato Puri) 
LG (TV) 
Panasonic (Camera) 
Pager (Cheep) 
Shaydan (Fish Cane) 
Pegah (Ice Cream) 
Caspain (Petrol Conditionner) 
Simorgh (Eggs) 
Negounsar (Mosquito Kdler) 
Ashi Mashi (Cheese Ball) 
Echiplit (chipps) 
Sony (Camera) 
Madinin (Monitor) 
Payman (Cookies) 
Nazeen (file) 
Gohar (Refrigerator Perfume) 
Tabarok(FoodSturO 
MT(Guni) 
Tak (Pasta) 
Taj (Washing Powder) 
Shad Iran (Toys) 
Talash (Bike) 
Aleet (Non Sticking) 
Asan Bar (Suit C ase) 
^97 
1 "iS 
^5 
26 
192 
2 9 
2 52 
3 85 
2 87 
i02 
3^^ 
43 
3 12 
3 3 
4 05 
3 S7 
2 17 
2 27 
2 62 
36 
34 
3 17 
4 02 
3 22 
3 07 
32 
3 3 
3 
2 87 
3 12 
4 12 
4 15 
42 
3 82 
4 12 
4 H 
3 85 
3 4^ 
3 32 
4 18 
3 52 
3 07 
2 67 
3 9 
3 17 
2 78 
3 92 
3 13 
3 03 
J J3 
4 07 
3 1 
3 27 
3 22 
3 97 
3 73 
2 13 
25 
27 
3 55 
3 48 
3 17 
4 05 
3 35 
3 27 
3 22 
3 23 
3 05 
3 12 
3 05 
3 93 
38 
4 
3 73 
4 05 
4 02 
37 
3 47 
3 18 
-1 26 
-I 19 
241* 
0 36 
0 17 
-1 48 
-2 03 
-0 29 
-1 48 
-0 05 
0 
1 63 
0 16 
0 19 
0 52 
0 56 
-1 19 
0 31 
-1 56 
-0 4 
0 35 
-0 53 
0 05 
-0 16 
-0 91 
0 98 
-0 08 
0 35 
-0 3 
-1 68 
0 53 
1 02 
1 71 
1 42 
0 43 
0 35 
0 78 
1 1 
-0 14 
0 58 
97 
Table 4.18(a) Perception of Iranian Male and Female Towards Commercials in 
Terms of Very High, High, Average, Low on Irritating Adjectives 
Respondents Very High 
(4.00-5.00) 
High 
(3-3.99) 
Average 
(2-2.99) 
Low 
(1-1.99) 
Male 
Female 
8(20) 
6(15) 
24(60) 
29(72.5) 
8(20) 
5(12.5) 
Fij 
Low 
Average 
-
High 
Very High 
;ure 4.1C Perception of Iranian Male and Female Viewers 
Towards Irritataing 
12.5 
72.5 l"Male 
•I^I^HI^III^H^I 60 
|15 
•120 
1 1 ' i 
20 40 60 80 
After perusing Table and Figure (4.18 and 4.18.a.), as far as the perception of 
Iranian male viewers on irritating adjective was concerned, one can find that 
(20%) of commercials fell under the categories of very high, (60%) high, (20%) 
average and no commercials feel under low category. This shows that most of the 
male viewers have the perception that most of the commercials are irritating in 
their nature. In this Table also it is clear that most of the commercials (75.5%) 
were perceived by the Iranian female respondents as being high, (15%) of the 
commercials were perceived as being very high and (12.5%) of them being 
average and no commercials being low on irritating objective. We can see 
statistically significant differences for two commercials as far as the perception of 
Indian male and female viewers were concerned. Those commercials are Daryan 
Dasht (Tomato puri) 2.41 and Ardakan (Material) -2.03. Both male and female 
respondents are of the opinion that most of the commercials are irritating and they 
have their negative perception towards these commercials. Both the groups 
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believe that Iran Ghotl (Locks), Simorgh (Eggs) , MT (Gum), Taj (Washing 
Powder) and Shad Iran(Toys) commercials are very much irritating on the 
perception of the viewers. Iranian respondents manifest that there are no 
commercials, which fell in low category as far as irritating role is concerned. 
4.5. CATEGORIZATION OF COMMERCIALS IN TERMS OF VERY 
HIGH, HIGH, AVERAGE AND LOW ON FIVE ADJECTIVES 
This part shows the mean scores of 40 Indian and Iranian commercials, which feel 
on four adjectives for five adjectives. The researcher tried to find out that how the 
commercials have been estimated by their Indian and Iranian viewers, so she has 
analyzed the mean score of all Indian and Iranian commercials separately on four 
categories and for five adjectives, which was mentioned before. 
4.5L Categorization of Indian TV Commercials in Terms of Very High, High, 
Average and Low on Five Adjectives 
in this Table (4.19) where the perception of Indian respondents in terms of four 
categories has been analyzed, one can easily say that on the category of "very 
high", (12.5%) of commercials are informative and exciting, (7,5%) are appealing 
Table 4.19. Perception of Indian Viewers Towards TV Commercials in Terms 
of Very High, High, Average and Low on Five Adjectives 
Adjectives Very High High Average Low 
(4.00-5.00) (3-3.99) (2-2.99) (1-L99) 
Informative 
Exciting 
Appealing 
Amusing 
Irritating 
5(12.5) 
5(12.5) 
3 (7.5) 
3 (7.5) 
4(10) 
10(25) 
15(37.5) 
16(40) 
17(42.5) 
16(40) 
22(55) 
20(50) 
20(50) 
19(47.5) 
20(50) 
3(7.5) 
0(0) 
1 (2.5) 
1 (2.5) 
0(0) 
99 
amusing and (10%) are irritating, on the category of ''high", (25%) are 
informative, {31.5%) are exciting, (40%)) are appealing and irritating and (42.5%o) 
are amusing, as far as ''average" category is concerned (55%) are informative, 
(50%) are exciting, appealing and irritating and (47%) are amusing. On the 
category of "low'' (7.5%o) are informative, (2.5%)are appealing and amusing and 
there is no commercials which fell under on exciting and irritating adjectives. This 
Table manifested that most of the commercials fell in the category of "average" 
on five adjectives as far as Indian viewers perception have been concerned, than it 
fell to "high" and next to "very high " and at last to "low ". They are of the opinion 
that there may be few commercials that have not been at all informative, exciting, 
appealing, amusing and irritating. 
4.52. Categorization of Iranian TV Commercials in Terms of Very High, 
High, Average and Low on Five Adjectives 
Examining this Table (4.20) i.e. the perception of Iranian respondents in terms of 
four categories "very high" "high", "average" and "low", we can easily say that 
on the category of "very high", (2.5%)) of commercials are informative, no 
commercials are in exciting, appealing and amusing and (20%)) are irritating, on 
Table 4.20. Perception of Iranian Viewers Towards TV Commercials in 
Terms of Very High, High, Average and Low on Five Adjectives 
Adjectives Very High High Average Low 
(4.00-5.00) (3-3.99) (2-2.99) (1-L99) 
Informative 
Exciting 
Appealing 
Amusing 
Irritating 
1 (2.5) 
0(0) 
0(0) 
0(0) 
8(20) 
7(17.5) 
7(17.5) 
6(15) 
4(10) 
27(67.5) 
22(55) 
31 (77.5) 
31 (77.5) 
32(80) 
5(12.5) 
10(25) 
2(5) 
3(7.5) 
4(10) 
0(0) 
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the category of"high'\ (17.5%) are informative and exciting, (15%) are appealing, 
(10%) are amusing and (67.5%) are irritating, as far as "average" category is 
concerned (55%) are informative, (77.5%) are exciting, and appealing, (80%)) are 
amusing and (12.5%)) are irritating. On the category of "low" (25%)) are 
informative, (5%) are exciting, (7.5%) are appealing, (10%) are amusing and there 
is no commercials which fell under this category on irritating adjectives. Table 
manifested that most of the commercials fell in the category of "overage" on five 
adjectives as far as Iranian viewers perception have been concerned, than it fell to 
"high'' and next to "low" and at last to "very high". They are of the opinion that 
there may be few commercials that have been very much informative, exciting, 
appealing, amusing and irritating. 
4.6. COMPARISON OF COMMERCIALS IN TERMS OF INDIA AND 
IRAN ON FIVE ADJECTIVES 
In this section the researcher tried to make an overall comparison of TV 
commercials (India and Iran) in terms of "high", "average" and "low" on 
perception on each adjective. 
Table 4.21. Comparison of Indian and Iranian Viewers Perception on 
Informative Adjective ^ _ 
Respondents High Average Low 
Indian 37.5 55 7.5 
Iranian 20 55 25 
Table 4.21 shows the overall comparison of Indian and Iranian respondents of TV 
commercials on informative adjective. This Table shows that as far as high 
perception is concerned Indian commercials were more (37.5%)) than Iranian 
commercials (20%). In terms of average perception both Indian and Iranian 
viewers showed the same perception i.e. (55%) each. However, very few Indian 
commercials were rated low on information (7.5%o) as compared to Iranian 
commercials (25%). 
Table 4.22. Comparison of Indian and Iranian Viewers Perception on 
Exciting Adjective 
Respondents High Average Low 
Indian 50 50 0 
Iranian 17.5 77.5 5 
Table 4.22 shows that as far as exciting dimension is concerned, Indian 
advertisements were found to be high on this dimension (50%) whereas only 
(17.5%) Iranian commercials were perceived by Iranian viewers as high on 
excitement. Another important finding is that more than two third Iranian 
respondents perceived these commercials as average on exciting dimension 
whereas the (50%) of commercials were perceived average by Indian respondents. 
There were very few commercials were perceived low by both. 
Table 4.23. Comparison of Indian and Iranian Viewers Perception on 
Appealing Adjective 
Respondents High Average Low 
Indian 47.5 50 2.5 
Iranian 15 77.5 7.5 
Table 4.23 shows more or less same results as far as the perception of Indian and 
Iranian respondents on appealing adjective is concerned. More Indian 
commercials were perceived high (47.5%) on vis-a-vis Iranian commercials 
(15%). Here also more than two third Iranian respondents perceived commercials 
as average on appealing dimension. Very few respondents from both the countries 
perceived the commercials as low on appealing dimension. 
Table 4.24. Comparison of Indian and Iranian Viewers Perception on 
Amusing Adjective 
Respondents High Average Low 
Indian 50 47.5 2.5 
Iranian 10 80 10 
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Table 4.24 shows the perception of Indian and Iranian viewers on amusing. As far 
as the high level of amusing is concerned, Indian commercials which is perceived 
by respondents have obtained more scores (50%)than Iranian commercials (10%). 
To the surprise that 80% of commercials, which is perceived by the Iranian 
respondents, are on average and only 47.5% of Indian commercials are of the 
same level of perception. Only 10% of commercials, which is perceived by 
Iranian respondents, are low and 25%, which is perceived by Indian commercials, 
are on low level of perception. 
Table 4.25. Comparison of Indian and Iranian Viewers Perception on 
Irritating Adjective ^ 
Respondents High Average Low 
Indian 50 50 0 
Iranian 87.5 12.5 0 
Table 4.25 exhibits the overall comparison of Indian and Iranian respondents of 
TV commercials on irritating dimension. This Table shows that as far as high 
perception is concerned Iranian commercials were more (87.5%)) than Indian 
commercials (50%o). In terms of average perception the commercials, which is 
perceived by Indian respondents, have more score (50%) than Iranian 
commercials, which is 12.5%. There is no commercial, which is perceived by 
respondents from both the countries that is low in perception. 
To conclude on the perception of Indian and Iranian commercials on five 
dimensions one can summarize these findings as follows: 
a) Informative adjective: Indian commercials were perceived high more 
than Iranian commercials. Similarly more Iranian commercials were 
perceived low as compared to Indian commercials. This means in 
aggregate terms Indian commercials found to be more informative than 
Iranian commercials. This has been found significant when the researcher 
applied x"analysis. 
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b) Exciting adjective: Here also one finds that Indian commercials were 
perceived high on this dimension. By and large when we compare Indian 
and Iranian commercials. Indian commercials perceived high vis-a-vis 
Iranian commercials. X^ analysis here also proved this point. 
c) Appealing adjective: Again, we have obtained more or less same results. 
Indian also was perceived high on this dimension as compared to Iranian 
commercials. 
d) Amusing adjective: Here also one finds that Indian commercials 
outscored Iranian commercials on this dimension also. 
e) Irritating adjective: One interesting finding is here that more number of 
Iranian commercials were perceived high on irritation than Indian 
commercials. This also corroborates our earlier finding where there was a 
negative correlation between irritation and other three positive adjectives. 
To conclude we can say that Indian commercials were perceived high on 
informative, exciting, appealing and amusing, adjectives in comparison to Iranian 
commercials. But on irritation adjective the Iranian commercials were perceived 
high vis-a-vis Indian commercials. 
4.7. RANKING OF TOP TEN INDIAN AND IRANIAN COMMERCIALS 
ON FIVE ADJECTIVES BY GENDER 
In this section an attempt has been made to analyze and interpret data of the 
findings by employing the average and ranking methods techniques for the 
purposes of analysis. The data has been analyzed and interpreted in top ten Indian 
and Iranian T.V. commercials as manifested by the male and female respondents 
of both the nations. The data has been collected and analyzed on five important 
dimensions or adjective which are informative, exciting, appealing, amusing and 
irritating in nature or approach from the Indian and Iranian respondents. 
Furthermore, above submitted adjectives or dimensions or account of certain 
104 
delimitations have been selected for the purpose of this study as mostly T.V. 
viewers beside other aspects and dimensions of T.V commercials programmes 
more carefully and attentively perceive them and on the basis of their perception 
they form their opinion and attitude about the products and services thereby plan 
their investment action. 
4.61. Ranking Top Ten Indian Commercials on Five Adjectives by Gender 
In order to find out the effect of gender on the perception of commercials on five 
adjectives, the commercials were ranked in descending order on each adjective. 
Instead of ranking all 40 commercials only top 10 commercials were ranked on 
each adjective in terms of male and female perceptions. The purpose of this 
analysis is two-fold. Firstly, to find out ten outstanding advertisements on each 
adjective perceived by either sex, and secondly, to find out the differences, if any, 
in the perception of commercials. 
Table 4.26. Ranking of Top Ten Indian Commercials on Informative Adjective 
Commercial Male Rank Commercial Female Rank 
Mean Score Mean Score 
ICICI (Bank Service) 4.42 I ICICI (Bank Service) 4.23 1 
Kotak Child Advantage (Insurance) 4.22 2 Kotak Child Advantage (Insurance) 4.1 2 
Cheverontexaco (Oil Production) 4.15 3 Airtel (Phone Service) 4.08 3 
Bonanza (Insurance) 4.15 4 Bonanza (Insurance) 4.05 4 
Airtel (Phone Service) 4.02 5 Cheverontexaco (Oil Production) 3.92 5 
Samsung (Mobile Set) 3.85 6 Samsung (Mobile Set) 3.83 6 
Toyota Qualis (Car) 3.62 7 Toyota Qualis(Car) 3.8 7 
Disprin(Drug) 3.32 8 Disprin (Drug) 3.68 8 
LG(TV) 3.32 9 Nokia (Mobile) 3.5 9 
Nokia (Mobile) 3.32 10 LG (T\") 3.28 10 
Table (4.26) shows the top ten ranked commercials, which have been perceived by 
Indian respondents on adjective. ""Informative ". This Table e.xhibited separately 
the perception by male and female respondents. ICICI and Kotak, which had 
given their services, have been found to be the most "informative'' commercials 
by both the sexes. Perusing this Table one finds that all the commercials are 
common in the top ten commercials. Except ICIC! and Kotak other eight 
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commercials have different rankings in the eyes of male and female respondents. 
By and large it seems the perception of male and female audiences is similar as far 
as "informative " advertisements are concerned. 
Table 4.27. Ranking of Top Ten Indian Commercial on Exciting Adjective 
Commercial Male Rank Commercial Female Rank 
Mean Score Mean Score 
Coca-Cola (Cold Drink) 4.27 1 Coca-Cola (Cold Drink) 
Sundae (Ice Cream) 
Toyota Qualis (Car) 
Tractor (Paint) 
Kit Kat (Chocolate) 
Accent Viva (Car) 
Disprin (Drug) 
Alpenliebe (Toffee) 
Lux (soap) 
Cool-Cool (Hair Oil) 
4.27 
4.15 
4.02 
4 
3.72 
3.62 
3.62 
3.55 
3.5 
2 
4 
5 
6 
7 
8 
9 
10 
Tractor (Paint) 
Toyota Qualis (Car) 
Sundae (ice Cream) 
Kit Kat (Chocolate) 
Rin (Washing Soap) 
Disprin (Drug) 
Lux (soap) 
Nokia (Mobile) 
Alpenliebe (TofTee) 
4.35 
4.18 
4.13 
4.12 
4.07 
3.7 
3.62 
3.5 
3.48 
3.47 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
The second adjective of perception of viewer is concerned with the "exciting" 
aspect. Table (4.27) gives the 10 commercials ranked on adjective "exciting" as 
perceived by Indian male and female viewers. In the exciting adjective also there 
are some similarities as well as some differences, between the perception of male 
and female respondents. Out of the top ten commercials on exciting eight are 
common to both the sexes. However, there are differences in ranking but we can 
see the similarity in case of Coca-Cola, Toyota, Kit-Kat and Disprin 
advertisement, which has got the same rank between both the groups. The rest 
advertisements are different from male to female respondents as far as ranking is 
concerned. Another important difference is that male scores of "exciting" 
advertisements are higher in aggregate terms when there are compared with the 
female scores. There are two commercials i.e. Accent Viva and Cool-Cool which 
are in the top ten exciting adjective as perceived by male, Rin and Nokia by 
female. 
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Table 4.28. Ranking of Top Ten Indian Commercial on Appealing Adjective 
Commercial Male Rank Commercial Female Rank 
Mean Score Mean Score 
Coca-Cola (Cold Drink) 
L'Oreal (Hair Color) 
LG (TV) 
Airtel (Phone Service) 
New Wrap (Burger) 
Pentium-4 (Digital Education) 
Add (Pen) 
Nerolac (Paint) 
ICICI (Bank Service) 
Tractor (Paint) 
4.17 
4.15 
4.1 
3.77 
2.75 
3.6 
3.6 
3.57 
3.52 
3.45 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
L'Oreal (Hair Color) 
LG (TV) 
Coca-Cola (Cold Drink) 
Cheverontexaco (Oil Production) 
Airtel (Phone Service) 
Add(Pen) 
ICICI (Bank Service) 
Nerolac (Paint) 
Tractor (Paint) 
Pepsodent (Toothpaste) 
4.2 
4.15 
3.98 
3.88 
3.83 
3.7 
3.63 
3.57 
3.47 
3.3 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Table (4.28) gives the ranking often commercials, which were considered to be 
appealing to both the sexes. Generally it is considered that all the commercials 
appeal to the audience, it will create positive impact on their attitudes. However, 
its impact on purchase decision is debatable. Out of the top ten commercials given 
in Table (4.28), eight are common for both the sexes. New Wrap and Pentium-4 
are among the top ten of male perception and Cheverontexaco and Pepsodent are 
among top ten of female as appealing in commercials. Analyzing the differences 
in the perception of male respondents, one can discern that three commercials are 
in the category of "very high" and six are "high" and one only is in the category 
of "average " and on the perception of female respondents two are on "very high " 
and the rest are "high". In aggregate terms also female perception of appealing 
commercials is higher than male. 
Table 4.29. Ranking of Top Ten Indian Commercial on Amusing Adjective 
Commercial Male Rank Commercial Female Rank 
Mean Score Mean Score 
KitKat (Chocolate) 
Coca-Cola (Cold Drink) 
Kodak Max (Film) 
Cool-Cool (Hair Oil) 
Sundae (Ice Cream) 
Airtel (Phone Service) 
New Wrap (Burger) 
Toyota Qualis (Car) 
LG (TV) 
Ring Guard (Ointment) 
4.27 
4.17 
4.12 
4 
3.75 
3.72 
3.72 
3.7 
3.7 
3.62 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
KitKat (Chocolate) 
Kodak Max (Film) 
Coca-Cola (Cold Drink) 
Cool-Cool (Hair Oil) 
Sundae (Ice Cream) 
New Wrap (Burger) 
Toyota Qualis (Car) 
LG (TV) 
Ring Guard (Ointment) 
Airtel (Phone Service) 
4.32 
4.07 
3.95 
3.92 
3.75 
3.63 
3.53 
3.47 
3.47 
3.45 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
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As far as the fourth adjective of this study is concerned \.e."amusing", one can 
find from Table (4.29) that both the sexes have almost the same perception 
towards the "amusing" nature of advertisements. Out of top ten commercials all 
the commercials are common for both male and female respondents. However, 
there are differences in ranking but we can see the similarity in case of Kit-Kat, 
Cool-Cool and Sundae advertisement, which has got the same rank between both 
the groups. Table (4.29) shows the top ten ranked commercials, which have been 
perceived by the respondents on adjective "amusing", KitKat advertisement, 
which had used humor and celebrities, has been found to be the most "amusing" 
advertisement by both the sexes. Another important difference is that male scores 
of "amusing" advertisements are slightly higher in aggregate terms when there 
are compared with the female scores. 
Table 4.30. Ranking of Top Ten Indian Commercial on Irritating Adjective 
Top Ten Commercials on Irritating 
Commercial 
Avon (Cycle) 
502 (Tea Leaves) 
Allout (Mosquito Killer) 
Parachute (Hair Oil) 
Clinic Plus (Shampoo) 
Lux (soap) 
Synergy (Shoes) 
Nerolac (Paint) 
L'Oreal (Hair Color) 
New Wrap (Burger) 
Male 
Mean Score 
4.77 
4.12 
4.1 
4.05 
3.6 
3.52 
3.45 
3.42 
3.35 
3.32 
Rank 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Commercial 
Allout (Mosquito Killer) 
Parachute (Hair Oil) 
502 (Tea Leaves) 
Synergy (Shoes) 
Avon (Cycle) 
L'Oreal (Hair Color) 
Nerolac (Paint) 
Clinic Plus (Shampoo) 
Lux (soap) 
New Wrap (Burger) 
Female Rank 
Mean Score 
4.25 
4.12 
3.98 
3.6 
3.57 
3.52 
3.47 
3.43 
3.33 
3.33 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
As discussed earlier no commercial was found to be "average" or "/ow" on 
irritation in aggregate terms when the commercials were ranked in terms of top 
ten irritating advertisements for male and female respondents. In this Table (4.30), 
we find that only in case of Avon advertisement, the irritation was high and it has 
been found to be the most irritating commercial by male respondents and in the 
perception of female respondents All Out was the most irritating commercial. One 
interesting finding we can discern by analyzing Table (4.30) is that Out of top ten 
commercials all the commercials are common for both male and female 
respondents. Though this Table gives the top ten commercials on irritation, yet if 
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one analysis in absolute terms, all commercials are either "very high" or "high" on 
irritation, for both male and female respondents. There seems to be some 
association between the level of irritation and gender. Males are more prone to 
irritation and female have shown that they can tolerate even those advertisements, 
which generate irritation among male. 
4.62. Ranking Top Ten Iranian Commercials on Five Adjectives by Gender 
This part attempts to find out the effect of gender on the perception of 
commercials on five adjectives. Here also the commercials were ranked in 
descending order on each adjective and only ten commercials were ranked on each 
adjective in terms of male and female perceptions. The purpose of this analysis is 
two-fold. Firstly, to find out ten outstanding advertisements on each adjective 
perceived by either sex, and secondly, to find out the differences, if any, in the 
perception of commercials. 
Table 4.31. Ranking of Top Ten Iranian Commercial on Informative Adjective 
Commercial Male Rank Commercial Female Rank 
Mean Score Mean Score 
Pole (Institute) 
Ezogam Shargh (Max 
Sabah (Steel Mill) 
Phalt) 
Gohar (Refrigerator Perfume) 
LG (TV) 
Sony (Camera) 
Pager (Cheep) 
Panasonic (Camera) 
Madiran (Monitor) 
Florida (Washing Liq uid) 
4.05 
3.55 
3.47 
3.45 
3.07 
3.07 
2.95 
2.92 
2.92 
2.87 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Pole (Institute) 
Ezogam Shargh (Max Phalt) 
Gohar (Refrigerator Perfume) 
Sabah (Steel Mill) 
Pager (Cheep) 
LG (TV) 
Sony (Camera) 
Madiran (Monitor) 
Panasonic (Camera) 
Florida (Washing Liqi Hid) 
4.12 
3.52 
3.43 
3.43 
3.35 
3.33 
3.15 
3.05 
2.93 
2.83 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Table (4.31) shows the top ten ranked commercials, which have been perceived by Iranian 
respondents on adjective. ''Informative ". This Table exhibited separately the perception 
by male and female respondents. Pole institute, which had given its service, has been 
found to be the most "informative" commercials by both the sexes. Perusing this Table 
one can also find that all the commercials are common in the top ten commercials. Except 
Pole (institute), Ezogam Shargh (Max Phalt) and Florida (Washing Liquid), other seven 
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commercials have different rankings in the eyes of male and female respondents. By and 
large it seems the perception of male and female audiences is similar as far as 
"informative " advertisements are concerned. 
Table 4.32. Ranking of Top Ten Iranian Commercial on Exciting Adjective 
Commercial Male Rank Commercial Female Rank 
Mean Score Mean Score 
Panasonic (Camera) 
Ashi Mashi (Cheese Ball) 
LG (TV) 
Ezogam Shargh (Max Phalt) 
Behroz (Mayonise Sauce) 
Sabah (Steel Mill) 
Pager (Cheep) 
Heza Daneh (Tomato Puri) 
Florida (Washing Liquid) 
Madiran (Monitor) 
3.7 
3.5 
3.37 
3.17 
3.17 
3 
2.97 
2.95 
2.92 
2.82 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Panasonic (Camera) 
Ashi Mashi (Cheese Ball) 
Ezogam Shargh (Max Phalt) 
LG (TV) 
Pager (Cheep) 
Behroz (Mayonise Sauce) 
Florida (Washing Liquid) 
Madiran (Monitor) 
Heza Daneh (Tomato Puri) 
Sabah (Steel Mill) 
3.37 
3.3 
3.3 
3.28 
3.18 
3.07 
3.07 
3.05 
2.9 
2.85 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Table (4.32) gives the 10 commercials ranked on adjective "exciting" as 
perceived by Indian male and female viewers. In the exciting adjective also there 
are some similarities as well as some differences, between the perception of male 
and female respondents. Out of the top ten commercials on exciting all ten are 
common to both the sexes. However, there are differences in ranking but we can 
see the similarity in case of Panasonic (Camera) and Ashi Mashi (Cheese Ball) 
advertisement. Another important difference is that female scores of "exciting" 
advertisements are higher in aggregate terms when there are compared with the 
male scores. 
Table 4.33. Ranking of Top Ten Iranian Commercial on Appealing Adjective 
Commercial Male Rank Commercial Female Rank 
Mean Score Mean Score 
Asan Bar (Suit Case) 
Simorgh (Eggs) 
Madiran (Monitor) 
Behroz (Mayonise Sauce) 
Panasonic (Camera) 
Iran Ghofl (Locks) 
Sabah (Steel Mill) 
Ezogam Shargh (Max Phalt) 
Pager (Cheep) 
Sony (Camera) 
3.5 
3.35 
3.3 
3.3 
3.27 
3.05 
2.95 
2.92 
2.87 
2.77 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Asan Bar (Suit Case) 
Panasonic (Camera) 
Simorgh (Eggs) 
Madiran (Monitor) 
LG (TV) 
Behroz (Mayonise Sauce) 
Iran Ghofl (Locks) 
Sony (Camera) 
Ezogam Shargh (Max Phalt) 
Sabah (Steel Mill) 
3.5 
3.4 
3.32 
3.28 
3.13 
3.12 
3 
2.93 
2.9 
2.87 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
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Table (4.33) gives the ranking often commercials, which were considered to be 
appealing to both the sexes.. Out of the top ten commercials given in Table (4.33), 
nine are common for both the sexes. Asan Bar (Suit Case) is among the top ten of 
commercials between male and female respondents as appealing adjective is 
concerned. Analyzing the differences in the perception of male respondents, one 
can discern that none of the commercials are in the category of "very high", six 
are "high" and four are in the category of "average" and on the perception of 
female respondents none of the commercials are on "very high ", seven are "high " 
and three are "average ". In aggregate terms also female perception of appealing 
commercials is higher than male. 
Table 4.34. Ranking of Top Ten Iranian Commercial on Amusing Adjective 
Commercial 
Keras (Cycle) 
Panasonic (Camera) 
Sabah (Steel Mill) 
Talash (Bike) 
Pager (Cheep) 
LG (TV) 
Payman (Cookies) 
Madiran (Monitor) 
Ezogam Shargh (Max Plialt) 
Behroz (Mayonise Sauce) 
Male 
Mean Score 
3.47 
3.35 
3.15 
3.07 
3.05 
3.02 
2.95 
2.92 
2.87 
2.72 
Rank 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Comm 
Panasonic (Camera) 
Keras (Cycle) 
LG (TV) 
Payman (Cookies) 
Sabah (Steel Mill) 
Madiran (Monitor) 
Talash (Bike) 
Ezogam Shargh (Max 
ercial 
Phalt) 
Gohar Kish (Shoes Perfumes) 
Caspain (Petrol Conditionner) 
Female Rank 
Mean Score 
3.33 
3.22 
3.08 
3.02 
2.97 
2.83 
2.8 
2.78 
2.67 
2.67 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Table (4.34), out of top ten commercials eight e commercials are common as far 
as the perception of Iranian male and female respondents on "amusing" adjective 
is concerned. One can also notice the differences in ranking among male and 
female respondents. This Table shows the top ten ranked commercials, which 
have been perceived by the respondents on adjective "amusing". Keras and 
Panasonic have been selected as a highest amusing commercials between both the 
groups although their ranking are different from first to second. We can see LG 
and Behroz among tope ten commercials for male respondents and Gohar and 
Caspain for female respondents. Another important difference is that male scores 
of "amusing" advertisements are slightly higher in aggregate terms when they are 
compared with the female scores. 
Table 4.35. Ranking of Top Ten Iranian Commercial on Irritating Adjective 
Commercial Male Rank Commercial Female Rank 
Mean Score Mean Score 
Iran Ghofl (Locks) 
MT(Gum) 
Tabarok (Food Stuff) 
Shad Iran (Toys) 
Gohar (Refrigerator Perfume) 
Taj (Washing Powder) 
Aqiqe (Tile) 
Slmorgh (Eggs) 
Azam Zadeh (Carpet) 
BIC (Perfumes) 
4.3 
4.2 
4.15 
4.15 
4.12 
4.12 
4.05 
4.02 
3.97 
3.92 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
Azam Zadeh (Carpet) 
Iran Ghofl (Locks) 
Simorgh (Eggs) 
Taj (Washing Powder) 
Shad Iran (Toys) 
MT (Gum) 
Aqiqe (Tile) 
Gohar (Refrigerator Perfume) 
Pole (Institute) 
BIC (Perfumes) 
4.18 
4.07 
4.05 
4.05 
4.02 
4 
3.97 
3.93 
3.92 
3.9 
1 
2 
3 
4 
5 
6 
7 
8 
9 
10 
When the commercials were ranked in terms of top ten irritating advertisements 
for Iranian male and female respondents in this Table (4.35), we find that on the 
perception of male respondents Iran Golfl (Locks) has got the first rank in which 
female gave the first rank to Azam Zadeh (carpet), in fact the irritation point was 
very high as far as these two commercials are concerned. Out often commercials 
nine of them are common, only Tabarok (Foof Stuff) and Pole (institute) are 
different among theses commercials. Though this Table gives the top ten 
commercials on irritation, yet if one analysis in absolute terms all commercials are 
either "very high" or "high" on irritation, for both male and female respondents. 
There seems to be some association between the level of irritation and gender. 
Males are more prone to irritation and female have shown that they can tolerate 
even those advertisements, which generate irritation among male. 
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CHAPTER- V 
DISCUSSION AND CONCLUSIONS 
5.1. INTRODUCTION 
In the previous chapter i.e. analysis and interpretation, the researcher discussed the 
results obtained from the present study. The analysis has been carried out with 
reference to the perception of viewers towards TV commercials on five adjectives. 
The results were combined in relation to Indian and Iranian respondents. A 
comparison was made between the Indian and Iranian respondents in terms of 
aggregate perception as well as between the sexes for 40 commercials on each 
adjective. The perception was measured on a five points scales ranging from "very 
much agree " to "not at all agree " on each commercial for five adjectives. Then the 
analysis was carried out to find out the differences among the different groups of 
respondents. At one particular time two groups of respondents were considered and 
the results of their perception scores were analyzed by using "t" test statistics and "f' 
test. The tables given were analyzed and interpreted in terms of intensity and 
direction of perception of respondents for each commercial on five adjectives. 
The present chapter tries to discuss the findings and draws conclusions on the results 
discussed in the previous chapter. Finally, the researcher will make an attempt to 
come out some recommendations, which may be helpful to the advertisers. 
5.2. DISCUSSION AND CONCLUSIONS 
The main purpose of the present study was to find out the perception of viewers from 
two countries i.e. India and Iran on the different 40 Indian and Iranian TV 
commercials as it has been discussed in earlier chapters. As mentioned in chapter-II, 
Knowledge of how consumers acquire and use information from external sources is 
important to marketers in formulating communication strategies. Marketers are 
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particularly interested in knowing consumer's sense of external information, 
consumer's selection and attendance to various sources of information, and in the last 
interpretation of that information. These processes are all part of perception, the 
process by which an individual receives, selects, organizes, and interprets information 
to create a meaningful picture of the world (Harrell, 1986). Keeping this in mind, a 
questionnaire was developed (mentioned earlier) and administered to the people of 
India and Iran. The detail analysis has been carried out in chapter-IV. Here the 
researcher will discuss only the similarity or dissimilarity found in the perception of 
respondents belongs to India and Iran on 40 TV commercials and conclusions will be 
drawn. 
5.21. Overall Rating of Five Adjectives 
Initially researcher has analyzed the "f' test and "t" test of 40 Indian commercials to 
measure the statistically significant or insignificant differences on the perception of 
Indian respondents on five adjectives. After perusing (Table 4.1 in chapter IV) for 
Indian commercials, one easily can conclude that in case of HI (Fl) researcher tried 
to prove that there is a negative correlation between three adjectives i.e. exciting, 
appealing, amusing with irritating and because of statistically significant differences 
in all cases researcher could prove this hypothesis. For hypothesis number two H2 
(F2) researcher tried to prove that there is a positive correlation between informative 
with exciting, appealing, amusing adjectives but to the surprise, in most of the cases 
we could see statistically significant differences among these adjectives only in four 
cases where we found insignificant differences, so one may say that researcher could 
not prove this hypothesis. Again in hypothesis number three H3 (F3) researcher aims 
to make a positive correlation between exciting with appealing and amusing 
adjectives, but again the same result came out, we can see the statistically significant 
differences in most of the cases in which it will disapprove hypothesis number three, 
it was only in eight commercials where we could see insignificant differences. In last 
hypothesis i.e. H4 (t) where the researcher tried to prove the negative correlation 
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between informative with irritating, researcher could prove the hypothesis as in most 
of the cases there was a statistically significant differences among them, it was only 
in eight commercials where we could see statistically insignificant differences. 
As mentioned earlier researcher has analyzed the results using " f test and " f test 
of 40 Iranian commercials to find out statistically significant or insignificant 
differences on the perception of Iranian respondents on five adjectives (Table 4.1 
chapter IV). In hypothesis number one HI (Fl) we again could find the statistically 
significant differences in most of the cases, it was only in one commercial which 
insignificant differences was found., Here also the researcher tried to prove that there 
is a negative correlation between three adjectives i.e. exciting, appealing, amusing 
with irritating and finally because of statistically significant differences in all cases 
researcher could prove this hypothesis. For hypothesis number two H2 (F2) where 
researcher target was to prove the positive correlation between exciting, appealing, 
amusing with informative, we could see the statistically significant differences in 
most of the cases so researcher could not prove this hypothesis. It was only in six 
commercials that we could see the insignificant differences. For hypothesis number 
three H3 (F3) researcher again tried to make a positive correlation between exciting 
with appealing and amusing adjectives. In this case, we could see the statistically 
significant differences in most of the commercials but insignificance commercials 
were not less in number, there were 15 commercials where we could find with their 
statistically insignificant differences. Here one could conclude that as far as the 
majority of commercials are concerned and they had significant differences so 
researcher could not prove this hypothesis (H3). In last hypothesis i.e. H4 (t) where 
the researcher tried to prove the negative correlation between informative with 
irritating, researcher could again prove the hypothesis as in most of the cases there 
was a statistically significant differences among them, it was only in four cases where 
we could see the insignificant differences. 
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In aggregate terms we can conclude that the perception of Indian and Iranian viewers 
towards 40 Indian and Iranian commercials were almost same on five adjectives but 
in hypothesis number three, the Iranian viewers have more positive feelings towards 
this relationship in comparison to their Indian counterparts. 
5.22. Perception of Viewers on Informative Adjective 
By perusing Table and Figure (5.1), which is categorization of commercials on very 
high to low perception of viewers on five adjectives, one can say that the perceptions 
of Indian viewers towards TV commercials on informative adjective are almost on 
"average " scale. Most of the Indian viewers (55%) are of the opinion that most of the 
commercials are neither informative nor uninformative; only (25%) of viewers 
believe that some commercials are informative. In this table one can easily say that 
the perception of Iranian viewers on informative adjective is almost same with their 
Indian counterparts. They are of the opinion that the commercials are neither 
informative nor uninformative, they have almost neutral feeling towards these 
commercials as far as informative adjective is concerned. 
Table 5.1. Perception of Indian and Iranian Viewers Towards TV Commercials 
in Terms of Very High, High, Average and Low on Informative Adjectives 
Adjectives 
Indian 
Iranian 
Very High 
(4.00-5,00) 
5(12.5) 
1 (2.5) 
High 
(3-3.99) 
10 (25) 
7(17.5) 
Average 
(2-2.99) 
22 (55) 
22 (55) 
Low 
(1-L99) 
3 (7.5) 
L 10 (25) 
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Figure 5.1. Perception of Indian and Iranian viewers Towards TV 
commercials on Informative adjective 
55 55 
Very High 
17.5 
High 
25 
• Indian 
D Iranian 
Average Low 
5.23. Perception of Viewers on Exciting Adjective 
Table and Figure (5.2) shows that as far as the second adjective in this study i.e. 
"exciting" is concerned the perception of Indian viewers are on "average" scale, 
(50%) of viewers believe that the majority of commercials are neither exciting nor not 
exciting in appearance and (15%) of them are saying that some commercials are 
exciting, (12.5%) of viewers says that some commercials are highly exciting and 
there are no viewers who give the low scale of exciting in any commercials. After 
perusing the same Table and Figure one can say that (31%) of Iranian viewers are 
having the ""average " perceptions towards the exciting nature of commercials. They 
believe that most of the commercials are neither exciting nor not exciting. Among the 
Iranian (17.5%) of viewers manifested that the commercials are exciting and there are 
no viewers who believes that any commercials are highly exciting and only (5%) of 
viewers have given the perception of low scale on those 40 commercials. 
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Table 5.2. Perception of Indian and Iranian Viewers Towards TV Commercials 
in Terms of Very High, High, Average and Low on Exciting Adjectives 
Adjectives 
Indian 
Iranian 
Very High 
(4.00-5.00) 
5(12.5) 
0(0) 
High 
(3-3.99) 
15(37.5) 
7(17.5) 
Average 
(2-2.99) 
20 (50) 
31 (77.5) 
Low 
(1-L99) 
0(0) 
2(5) 
90 
80 
70 
60 
50 
40 
30 
20 
10 
0 
Figure 5.2. Perception of Indian and Iranian viewers Towards TV 
commercials on Exciting adjective 
77.5 
Very High 
37.5 
17.5 
5 
1 1 
• Indian 
D Iranian 
High Average Low 
5.24. Perception of Viewers on Appealing Adjective 
Perusing this Table and Figure (5.3), one can conclude that the perceptions of Indian 
viewers on appealing adjective are mostly on "average" than on "high" scale. In this 
Table we can see that (50%) of viewers are neither agree nor disagree towards the 
appealing nature of the commercials, (40%) of viewers are of the opinion that some 
commercials are appealing in and (7.5%) are highly agree with this adjectives. 
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Table 5.3. Perception of Indian and Iranian Viewers Towards TV Commercials 
in Terms of Very High, High, Average and Low on Appealing Adjectives 
Adjectives 
Indian 
Iranian 
Very High 
(4.00-5.00) 
3 (7.5) 
0(0) 
High 
(3-3.99) 
16(40) 
6(15) 
Average 
(2-2.99) 
20 (50) 
31 (77.5) 
Low 
(1-1.99) 
1 (2.5) 
3 (7.5) 
90 
80 
70 
60 
50 
40 
30 
20 
10 
0 
Figure 5.3. Perception of Indian and Iranian viewers Towards TV 
commercials on Appealing adjective 
77.5 
15 
7.5 
• Indian 
D Iranian 
2.5 7.5 
Very High High Average Low 
Only (2.5%) of viewers are giving low degree towards one commercials among 40 
commercials. In this Table and Figure we also conclude that (77.5%) of the viewers 
are carrying the "average" perception towards those 40 commercials on appealing 
adjective,(6%) are of the opinion that only some commercials are appealing and 
(7.5%) are giving the low scale to few commercials, they believe that few 
commercials are not at all appealing in nature and their appearance. There is no 
viewers which believes in highly appealing nature of commercials. 
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5.25. Perception of Viewers on Amusing Adjective 
In this Table (1.4) one can see the perception of Indian viewers on "amusing" 
adjective towards Indian commercials in terms of very high to low categories. Here, 
most of the Indian viewers are carrying the perception of "average" to "high" towards 
amusing nature of the commercials. The perception of (47.5%)) viewers comes under 
the "average" category, (42.5%) of viewers comes under "high", (7.5%) under very 
high and only (2.5%)). After perusing the same Table and Figure , we can conclude 
that (80%)) of viewers are on the perception that most of the commercials are neither 
amusing nor not amusing in appearance,(10%)) of viewers are agree that some 
commercials are amusing and (10%) also disagree and saying that some commercials 
are not at all amusing. There is no viewer who believes that some commercials are 
highly amusing. 
Table 5.4. Perception of Indian and Iranian Viewers Towards TV Commercials 
in Terms of Very High, High, Average and Low on Amusing Adjectives: 
Adjectives 
Indian 
Iranian 
Very High 
(4.00-5.00) 
3 (7.5) 
0(0) 
High 
(3-3.99) 
17(42.5) 
4(10) 
Average 
(2-2.99) 
19(47.5) 
32 (80) 
Low 
(1-1.99) 
1 (2.5) 
4(10) 
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5.25. Perception of Viewers on Irritating Adjective 
In this Table and Figure (5.5) where we analyzed the perception of Indian viewers 
towards Irritating appearance of commercials in terms of "very high" to "low" 
category, one can conclude that most of the viewers (50%) are on "average" 
perception towards those commercials, (40%) of them are carrying "high" perception 
and only (10%) of the viewers believe in highly irritating nature of those 
commercials. We cannot see any viewer who believes that some commercials are not 
at all irritating, that means they exhibit that some how commercials are irritating in 
appearance. Table and Figure shows that the perception of Iranian viewers towards 
TV commercials in terms of "very high" to "low" on irritating nature, one can easily 
see the differences of the perception of Iranian viewers on this adjective with other 
tables, which were mentioned above. Surprisingly this Table is the only table in that 
most of the viewers are not on "average" scale of perception. Here most of the 
viewers (67.50%) believe in "high" degree of irritating appearance on commercials, 
(20%) of viewer's perception turns to highly irritating nature of the commercials, and 
only (12.5%) of viewers carrying the "average" degree on their perception. There is 
no viewer who believes that there is some commercials which is not at all irritating. 
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From this Table one can conclude that the majority of Iranians are of the opinion that 
most of the commercials are irritating in appearance and that may due to the low 
quality of TV commercials, which are shown In Iran. 
Table 5.5. Perception of Indian and Iranian Viewers Towards TV Commercials 
in Terms of Very High, High, Average and Low on Irritating Adjectives 
Adjectives 
Indian 
Iranian 
Very High 
(4.00-5.00) 
4(10) 
8(20) 
High 
(3-3.99) 
16(40) 
27 (67.50) 
Average 
(2-2.99) 
20 (50) 
5(12.5) 
Low 
(1-L99) 
0(0) 
0(0) 
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Figure 5.5. Perception of Indian and Iranian viewers Towards TV 
commercials on Irritating adjective 
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5.3. SUMMERY OF RESULTS 
The present section describes the summery of results on the following adjectives on 
40 Indian and Iranian TV commercials: 
1) High to low informative dimension of commercials on the perception of TV 
viewers 
2) High to low exciting dimension of commercials on the perception of TV 
viewers 
3) High to low appealing dimension of commercials on the perception of TV 
viewers 
4) High to low amusing dimension of commercials on the perception of TV 
viewers 
5) High to low irritating dimension of commercials on the perception of TV 
viewers 
The summary of results follows the following pattern. 
1) Gender differences among Indian respondents or viewers on the perception 
of commercials on five adjectives 
2) Gender differences among Iranian respondents or viewers on the perception 
of commercials on five adjectives 
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Table 5.6. Gender Difference Among Indian Respondents or Viewers on the 
Perception of TV Commercials on Five Adjective Dimensions 
Adjective 
Informative 
Exciting 
Appealing 
Amusing 
Ads with significant 
differences 
NIL 
Accent Viva (Car) 
Pentium-4 (Digital Education) 
Fair & lovely (Cream) 
Male 
3.72 
3.6 
3.5 
Mean Scores 
Female "t" Value 
3.42 ~ 2.29 
3.22 2.33 
3.17 2.01 
Irritating Avon (Cycle) 4.77 3.57 7.71 
By perusing table (6.1) the researcher is able to come out with the following results: 
• As far as the informative adjective is concerned, no statistically significant 
differences were found between Indian male and female respondents on any 
of the commercials 
• As far as the exciting adjective is concerned, one can see the statistically 
significant differences on commercial number six i.e. Accent Viva (Car) with 
the score of (2.29). 
• As far as the appealing adjective is concerned, we can easily see the 
statistically significant differences on one commercial i.e. "Pemium-4" with 
the score of 2.33. 
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• As far as the amusing adjective is concerned, the difference was found on 
commercial number sixteen i.e. "fair and lovely". 
• As far as the irritating adjective is concerned, one can find the statistically 
significant deference on Avon commercial with a "t" value of (7.71). Here one 
can find the male viewers with their highly agreement with irritating nature 
towards this commercial (4.77). This indicates that male viewers are having 
more negative approach to this commercial with compare to female viewers. 
Table 5.7. Gender Difference Among Iranian Respondents or Viewers on the 
Perception of TV Commercials on Five Adjective Dimensions 
Adjective 
Informative 
Exciting 
Appealing 
Amusing 
Irritating 
Ads with significant 
differences 
Pager (Cheep) 
Payman (Cookies) 
Panasonic (Camera) 
LG (TV) 
Pager (Cheep) 
Pegah (Ice Cream) 
Aleet (Non Sticking) 
Heza Daneh (Tomato Puri) 
Geelan (Shampoo) 
Pager (Cheep) 
Daryan Dasht (Tomato puri) 
Ardakan (Material) 
Male 
2.96 
1.82 
3.7 
2.72 
2.87 
1.95 
2.17 
2.67 
2.65 
3.05 
3.5 
2.52 
Mean Scores 
Female 
3.35 
2.15 
3.37 
3.13 
2.63 
2.23 
2.57 
2.33 
2.33 
2.63 
3.07 
2.78 
"t" Value 
-3.70 
-2.16 
2.43 
-2.26 
2.00 
-2.27 
-2.48 
2.49 
2.21 
2.53 
2.41 
-2.03 
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By perusing table (6.1) the researcher is able to come out with the following results: 
• As far as the informative adjective is concerned, we can see the statistically 
significant differences on two commercials i.e. "Pager " and "Payman " with 
their "t" scores of (3.70), (2.16). 
• As far as the exciting adjective is concerned, there is only in one case where 
we can see the statistically significant differences i.e. "Panasonic " with the 
"t" value of (2.43). 
• As far as the appealing adjective is concerned, there are some differences in 
the perception of male and female viewers. In four commercials we can find 
the statistically significant differences which are "LG", "Pager", 
"Pegah",and "Aleet". 
• As far as the amusing adjective is concerned, one can easily realize the 
statistically significant differences on three commercials. Those commercials 
are "HezaDaneh", (2.49) "Geelan"{2.2\), "Pager" {2.53). 
• As far as the irritating adjective is concerned, the differences were found on 
two commercials which are "Daryan dasht" and Ardakan with the score of 
(2.41) and (2.03). 
5.4. DIRECTIONS FOR FUTURE RESEARCH 
Present study is a modest attempt to measure the perception of TV viewers belonging 
to India and Iran on five adjectives. In this study the sample was drawn from India 
and Iran. In future this type of study may be carried out in more depth. There is a 
further scope in carrying out this type of study in the following manner. 
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(a) Within the Country 
1. Perception towards various adjectives on commercials may be measured taking 
into account the geographic differences in both countries. 
2. Perception towards various adjectives on commercials may be measured among 
different professional groups in both countries. 
3. Perception towards various adjectives on commercials may be measured among 
different income groups in both countries. 
(b) Between the Countries 
1. Perception towards various adjectives on commercials may be measured taking 
into account the geographic differences among different countries. 
2. Perception towards various adjectives on commercials may be measured taking 
into account professional groups among different countries. 
3. Perception towards various adjectives on commercials may be measured among 
different income groups among different countries. 
5.5. CONCLUDING REMARKS 
The criticisms of advertising by the intellectuals (economists, social thinkers, 
historians, and policy makers) published in scholarly journals and as well as in the 
mass media may be responsible to certain extent the prevailing perception of general 
viewers towards its various adjectives in the present situation. The present study 
might have reflected these both for the Indian and Iranian respondents. 
Carrying this type of study will enable the industry to measure the pulse of the 
general consumers from time to time. Knowledge of these in different segments of 
society will help the industry and advertising agencies in the development of creative 
strategy and media planning for targeting specific groups. At the same time, the 
practice of advertising should be improved and its credibility has to be enhanced 
among its recipients. 
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Finally, this research has tried to demonstrate that there are some people who always 
think the positive consequence of advertising and at the same time there may be 
others who think negatively the consequences of advertising whatever the industry 
and agencies do to improve its credibility. Therefore, the long-term goal of the 
industry should be to improve its performance over time. 
One of the oldest marketing dictums is that "the customer is always right". Efforts are 
required to make changes in not only practice but to change public perception to the 
extent that the customers are right about advertising's role in encouraging 
materialism, erosion of values, promoting false and misleading advertisements, 
depicting women as sex objects and in stereotypical roles and finally influencing the 
tender minds of children. 
Future studies may take this into their research objectives and should measure the 
perception and attitudes of various groups of consumers on these aspects of 
advertising. 
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Appendix A: Questionnaire in English 
Dear Sir/Madam, 
1 am conducting a survey for my PhD work to measure the perception of viewers 
towards T.V commercials; therefore I have prepared a list of 40 TV commercials, 
which you were shown on video and were aired during TV programmes. You are 
requested to go through all commercials and give your opinion for each commercial 
on five adjectives. The pattern of your responses is given in the following table. 
Very much 
informative (5) 
Very much 
exciting (5) 
Very much 
appealing (5) 
Very much 
amusing (5) 
Very much 
irritating 
Informative (4) 
Exciting (4) 
Appealing (4) 
Amusing (4) 
Irritating (4) 
Neither informative 
Nor un informative 
(3) 
Neither 
Exciting Nor 
un exciting (3) 
Neither 
Appealing nor un 
appealing (3) 
Neither 
Amusing nor un 
amusing (3) 
Neither 
Irritating nor un 
irritating (3) 
Not 
informative 
(2) 
Not 
Exciting (2) 
Not 
appealing 
(2) 
Not 
Amusing 
(2) 
Not 
Irritating 
(2) 
Not at all 
informative 
(1) 
Not at all 
exciting (1) 
Not at all 
appealing 
(1) 
Not at all 
amusing (1) 
Not at all 
irritating (1) 
Your cooperation in this regard is highly appreciated which would help me in 
completing my PhD. 
(FATANEH YARAHMADl) 
Research Scholar 
Faculty of Management Studies and Research 
A.M.U.Alioarh 
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Please follow the pattern as it 
NO 
' • 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
17. 
Advertisement 
Description 
Avon 
(Cycle) 
502 
(Tea Leaves) 
Oral-B 
(Tooth brush) 
Kotak Child Advantage 
(Insurance) 
Lakme 
(Cream) 
Accent Viva 
(Car) 
Pentium-4 
(Digital Education) 
Cool-Cool 
(Hair Oil) 
Bonanza 
(Insurance) 
Ariel 
(Washing Powder) 
New Wrap (Burger) 
Cheverontexaco 
(Oil Production) 
Utsav 
(Paint) 
Ring Guard (Ointment) 
Coca-Cola 
(Cold Drink) 
Fair & lovely 
(Cream) 
Clinic Plus 
'Shampoo) j 
was mentioned earlier 
Informative 
1 
Exciting j Appealing 
i " 
! 1 
1 
1 , , 
1 
1 
1 
V / j \ J 
1 
i 
1 
i 
1 1 
() 1 () 1 () 
1 
1 1 1 1 ) 
i 
J 
1 
I 
I 
1 ) 1 ( I 
V / 1 V / 
1 
\ ) 1 ( ) 
1 
i • r 
1 
1 
[ 
( ) i ( ) 
1 ( ) I ( ) 
Amusing 
( ) 
Irritating 
1 
" 1 
V J 1 
1 
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Please follow the pattern as it was mentioned earlier 
NO 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
32. 
33. 
34, [; 
Advertisement 
Description 
Add 
(Pen) 
Synergy 
(Shoes) 
Disprin 
(Drug) 
LG 
(TV) 
Alpenliebe 
(Toffee) 
Tractor 
(Paint) 
Breeze 
(Soap) 
Airtel 
(Phone Service) 
Nerolac 
(Paint) 
Kodak Max 
(Film) 
Parachute 
(Hair Oil) 
L'Oreal 
(Hair Color) 
Samsung 
(Mobile Set) 
KitKat 
[Chocolate) 
All-out 
^Mosquito Killer) 
[CICI 
Bank Service) 
sundae 
Ice Cream) 
Informative Exciting 
- . 
Appealing 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
( ) 
Amusing 
- -
Irritating 
"-
141 
Please follow the pattern as it was mentioned earlier 
NO 
35. 
36. 
37. 
38. 
39. 
40. 
Advertisement 
Description 
Rin 
(Washing Soap) 
Nokia 
(Mobile) 
Pepsodent 
(Tooth Paste) 
Imli 
(Sauce) 
Lux 
(soap) 
Toyota Qualis 
(Car) 
Informative Exciting Appealing Amusing Irritating 
Please give the following personal information, which are need in analyzing the date. 
1. Gender: 
i. Male 
ii. Female 
( ) 
( ) 
2. Age: ( ) 
3. Occupation: 
i. Businessman 
ii. Student 
iii. Housewife 
iv. Service 
V. If any other please specify 
( 
( 
( 
( 
( 
) 
) 
) 
) 
) 
4. Income per month: ( ) 
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Appendix C: Sample of "T" Test Calculation 
INF,IRR (T) 
t-Test Two-Sample Assuming Equal Vanances 
Mean 
Vanance 
Observations 
Pooled Variance 
Hypothesized Mean Difference 
df 
tStat 
P(T<=t) one-tail 
t Critical one-tail 
P(T<=t) two-tail 
t Critical two-tail 
Variable 1 
2 41 
1 133232 
100 
1 035051 
0 
198 
-11 3985 
9 08E-24 
2 345332 
1 82E-23 
2 600882 
Variable 2 
4 05 
0 936869 
100 
t-Test Two-Sample Assuming Equal Vanances 
Mean 
Variance 
Observations 
Pooled Variance 
Hypothesized Mean Difference 
df 
tStat 
P(T<=t) one-tail 
t Cntical one-tail 
P(T<=t) two-tail 
t Cntical two-tail 
Variable 1 
2 43 
1 096061 
100 
0 991667 
0 
198 
-11 4322 
7 19E-24 
2 345332 
1 44E-23 
2 600882 
Variable 2 
4 04 
0 887273 
100 
t-Test Two-Sample Assuming Equal Vanances 
Mean 
Variance 
Observations 
Pooled Variance 
Hypothesized Mean Difference 
df 
tStat 
P(T<=t) one-tail 
t Critical one-tail 
P(T<=t) two-tail 
t Critical two-tail 
Variable 1 
2 93 
1 318283 
100 
1 265758 
0 
198 
1 634117 
0 051912 
2 345332 
0 103823 
2 600882 
Variable 2 
2 67 
1 213232 
100 
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Appendix D: Sample of "F" Test Calculation 
Anova Single Factor 
SUMMARY 
Groups 
Column 1 
Column 2 
Column 3 
Column 4 
ANOVA 
Source of Variation 
Between Groups 
Within Groups 
Total 
Anova Single Factor 
SUMMARY 
Groups 
Column 1 
Column 2 
Column 3 
Column 4 
ANOVA 
Source of Variation 
Between Groups 
Within Groups 
Total 
Anova Single Factor 
SUMMARY 
Groups 
Column 1 
Column 2 
Column 3 
Column 4 
ANOVA 
Source of Variation 
Between Groups 
Within Groups 
Total 
Count 
100 
100 
100 
100 
SS 
114 6875 
463 09 
577 7775 
Count 
100 
100 
100 
100 
SS 
174 74 
475 26 
650 
Count 
100 
100 
100 
100 
SS 
46 94 
392 22 
439 16 
] 
Sum 
314 
271 
277 
405 
df 
3 
396 
399 
2 
Sum 
260 
253 
243 
404 
df 
3 
396 
399 
3 
Sum 
337 
248 
304 
267 
df 
3 
396 
399 
EXC,APP,AMU,IRR (F) 
Average Variance 
3 14 0 889293 
2 71 1 460505 
2 77 139101 
4 05 0 936869 
MS F P-value 
38 22917 32 69073 6 72936E-19 
1 169419 
Average Variance 
2 6 1 454545 
2 53 1 120303 
2 43 1 338485 
4 04 0 887273 
MS F P-value 
5824667 48 53276 9 88171E-27 
1 200152 
Average Variance 
3 37 0 740505 
2 48 1 282424 
3 04 0 725657 
2 67 1 213232 
MS F P-value 
15 64667 15 79746 1 0104E-09 
0 990455 
F crit 
3 831422 
Font 
3 831422 
Font 
3 831422 
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